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Vehicles 
for Children 


Juvenile vehicle days are just 
around the corner. Spring and Send for 
summer weather will bring a brisk Catalogs 
demand. Be prepared. Stock the 
full “Pioneer Line’. There is a 
Gendron vehicle to fill every call 
and to suit practically every purse. 





The Complete 
Line— 





Aut bil 
The Gendron Wheel aii = 
Company Velocipedes 

Tot Bikes 









Toledo Ohio 


Scooters 
Doll Cabs 
Etc. Etc. 


See the Complete line at 


NEW YORK OFFICE 
7 E. 17th St., New York City 


















ST. LOUIS OFFICE 
605 Equitable Bldg., St. Louis 
BOSTON OFFICE 
51 Portland St., Boston 





LOS ANGELES OFFICE 
747 Warehouse St., Los Angeles 


These are just a few num- SAN FRANCISCO OFFICE 


bers of the complete ‘‘Pio- 180 New Montgomery St., San Francisco 
ine” ; = DENVER OFFICE 

er Line’, wince = 311 Jacobson Bldg., Denver 

prises a full showing of CHICAGO OFFICE 


Rooom 939, American Furniture Mart 


PHILADELPHIA OFFICE 
210 N. Broad St.. Philadelphia 


sizes and styles. 
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HARDWARE AGE 


IT IS EASIER TO 
SELL WITH THE CURRENT 


American people. And they have had the 


Do you remember that time as a boy 
when you went swimming in some low- 
land river, so calm you could hardly see 
it move? You swam for a few strokes 
down-stream. Then you faced about. At 
once you noticed how much harder it was 
to swim against the current. It is easier 
to float, or sail, or swim with the current! 
And it is easier to se// with the current! 

For many years thousands of silverware 
dealers throughout the country have been 
selling with the current of silverware 
preference. They have been selling *'1847 
Rogers Bros.”’ 

They have been aided in their sales 
efforts over the counter and through the 
window by an ever-swelling demand for 
‘1847 Rogers Bros.’’ They have been 
handling a line of silverplate known and 
respected by four generations of the 


benefit of the most thorough and unusual 
and successful advertising campaigns ever 
run on silverware. 

This year the current of preference for 
‘*1847 Rogers Bros.’’ promises to swell to 
a torrent! The silverplate is as beautiful 
and durable and appealing as ever. The 
Ancestral, the new pattern, has already 
met with enthusiastic reception. There 
will be,an abundance of special chests, 
trays and other attractive containers. 
New window cards and dealer helps will 
be sure to attract attention. 

The current sweeps on! Your sales 
success will be sure—if you sell with it. 

For dealer helps and window display 
material write to Sales Promotion Depart- 
ment, INTERNATIONAL SILVER Co., Dept. 


E, Meriden, Conn. 


1847 ROGERS BROS. 


SI LVERPLAT E 





ERNATIONAL SILVER CO. 
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Vaughan & Bushnell Vanadium Ham- 
mers are the aristocrats among hammers. 
Made from special formula vanadium 
steel—handled with the best grade hand- 
shaved second growth white hickory— 
designed with a special non-slip claw 
that grips either a brad or a spike—and 
equipped with a Vaughan’s Expansion 
Wedge that firmly locks the handle tight 
—they are the first choice of the me- 
chanic. 


V & B Unbreakable Planes bear the same 
reputation as V & B Vanadium Hammers. 
They are drop forged—not cast—from a 
solid bar of V & B Supersteel, and stand 
the falls and accidents that would break 
an ordinary plane. They are furnished 
with all vanadium steel blades and wal- 
nut handles in the sizes you'll want. 


Two tools that are proftt makers in the 
quality class! 
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(CONFIDENCE 


in a Trade Mark 
is Profitable — 


Ts profitable to the buyer---your 

customer---because it keeps him on 
the track, guiding him in the selec- 
tion of Quality Products. 


It’s profitable to you because it gains 
for your customers, good will, leaving 
no room for doubt in your mind---or 
theirs---that you have earned it. 


On files, the BLACK DIAMOND 


trade mark is worthy of Confidence. 


G. & H. BARNETT CO. 


1078 FRANKFORD AVENUE 
PHILADELPHIA, PA., U.S. A. 


Owned and operated by 
NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 
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“SEGMENT GROUND" 


Only Atkins Silver Steel Cross Cut Saws are “Seg- 
ment Ground.’ This is an exclusive Atkins 
feature. Segment Grinding consists of finishing 
the blade an even gauge on the tooth edge; from 
the tooth edge, it is ground on the segment of a 
circle to the center of the back. The standard 
blade is 14 gauge on the teeth, 17 gauge on 
the back at ends, 18 to 20 gauge on center 
of back. Heavier saws in proportion. 


The illustration of log below 




































shows “Segment Ground saw GY SEES Cs 
on left and an ordinary cross cut = Yeo wos es 
saw on the right. J Sissy Gi. 

(: BBE = 









ATKINS AAA SAW TOOLS 


For jointing, gauging and setting cross 
cut saws, Atkins Saw Tools have no superior. 
You should have a yood stock of this profit- 
able merchandise to meet the calls of saw users. 


ATKINS CROSS CUT SAW HANDLES 


Made in our own factory by experienced work- 
men. In all steel parts, we use a special high 
tensile strength cold drawn steel. Maalleable 
parts are cast from selected material. Seasoned 
hardwood, carefully selected, is used in all our 
handles. Ask for literature on Cross Cut Saws, 
Tools and Handles. Place an order for 


The Finest on Earth"’ 


F.C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 






























Home Office and Factory: Indianapolis, Ind. 
Machine Knife Factory: Lancaster, N.Y. Canadian Factory: Hamilton, Ont. 


Atlanta Memphis New Orleans BRANCH HOUSES Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C. 
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EFORE you know it people will be coming in for screen cloth, 
and putting up their screen doors. Before you know it the 
open season for that periodic pest, the house fly, will be here. 

The open season for fies means the open season for Yale Door 
Closers. 

One Yale No. 570 is a more effective defense against flies than a 
whole bundle of fly swatters. 

(And a Yale No. 570 is a more profitable sale, too!) 

Show your customers the several advantages of a Yale No. 570 
—how it closes the door instaritly, silently, surely—without bang- 
ing or jarring; and how it preserves both door and door-frame. And 
point out how its screen-door usefulness in the summer is extended 
to storm doors in winter. 

The Yale No. 570 is ideal for closet doors, too—and all other 
light doors. 

And an important point about the No. 570, as now made, is that 
with a slight change in the arms it can be used on either the outside 
of the door or between the screen and entrance doors. 

The demand for the No. 570 will be larger this year than ever be- 
fore. Will you be ready to take care of the sales in your territory* 


The Yale & Towne Manufacturing Co. 
Stamford, Conn., U.S. A. 
Canadian Branch at St. Catharines, Ont. 


YALE MADE IS YALE MARKED 








Padiocks, Night Latches, Dead Locks, Builders’ Locks and Trim, 
Cabinet Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 


Ib 
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lmdaividuality 
| amd! | 
White’s “IXUDIDIIE” Vehicle Line 


“ 
~ 


EW lines indeed have genuine individuality. Fewer still com- 

bine it with popular prices and popular demand. White’s 
“KIDDIE” Vehicles, including the famous KIDDIE KAR, have that 
rare combination of combining all three points so desirable from the 
dealer viewpoint. 





’ 6é 


This element of individuality embodied in White’s “‘KIDDIE”’ 
Vehicle Line has been a decisive factor in winning for it the regard 
of all discriminating dealers. They recognize the merchandising 
advantages of an established popular demand—the demand created 
by a public which has accepted the entire ““KIDDIE’’ Line as superior 
in design, finish, and originality of special features. 


This distinction, together with a popular price, insures to the 
dealer a minimum of sales resistance, eliminates the necessity of 
price cutting, assures a rapidity of turnover not possible in any other 
line of Juvenile Vehicles and carries with it the good will of a host 
of satisfied customers. 


The constant study of features designed to stimulate child 
interest, coupled with all the elements of manufacturing excellence, 
give to the ‘““KIDDIE”’ Line an individuality beyond the efforts and 
resources of imitators. ' 


Thousands of dealers, over a period of many years, have 
continued to carry the “KIDDIE” Line. This they have done to the 
satisfaction of customers and to their own profit. Are you one of 
them ? 





H. C. White Company, North Bennington, Vt. 


“KIDDIE KAR” and “KIDDIE” Vehicles I 


Trade Mark Trade Mark 





New York Sales Office—Fifth Avenue Building 
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Machine Screws 
Stove Bolts 
Tire bolts 
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American Screw Co. 


PROVIDENCE , RI. 
WESTERN DEPOT 
225 WEST RANDOLPH ST. CHICAGO, ILL. 
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Remember how, years ago, all gas ranges 
had low ovens? 


cutee 
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And how, when the modern cabinet gas range 
appeared, it swept the market? 


LOW OVEN CABINET TYPE 





Today, 90 per cent of all gas ranges sold are of the 
cabinet type—only 10 per cent have low ovens. 


HISTORY _ 
REPEATS ITSELF 


What happened years ago in the gas range busi- 
ness is happening today in the coal range business. 


See next page...ee 
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A NEW COAL 
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THE OLD WAY 





THE NEW WAY 


The old-style gas range is almost forgotten now, for gas users hate stooping. They 
prefer the convenience of an elevated oven. 

Coal users hate stooping, too, and the new Estate El-O-Range provides the same 
convenient elevated oven for users of coal and wood. 

You know what the exclusive agency was worth for the first cabinet gas range. 
The El-O-Range franchise offers a second chance for a cleanzup. History repeats itself! 


El-O-Range is easy to use 
The oven is not only high, but big, deep and wide, 


and is equipped with heat indicator. Shelves are 
ample, and leg-shelf is high to make sweeping easy. 


El-O-Range is beautiful 


Brightens up the kitchen—a pleasure to work on. 
Handsomely finished in white enamel, dark blue 
enamel and polished nickel, with cooking top of 
gunmetal finish. 


Elt-O-Range is easy to clean 


Its enameled surface requires no polishing or shining 
—just rub a cloth over it. Owing to a new flue 
arrangement, every part can be quickly reached and 
soot scraped into the fire-box. 


El-O-Range is complete 
It has a ten-gallon contact type reservoir for heat- 
ing water. The grate is duplex. It burns coal and 
wood. The fire control is easy. 


Have us send you full information about this new model that is going to put new 
life into the coal range business. Mark the coupon and mail it to— 


THE ESTATE STOVE COMPANY, HAMILTON, OHIO 


Pacific Coast Office and Display Room, 366 Post Street at Powell, 
San Francisco, Calif. 


Builders since 1845 of the famous Estates. A stove, furnace and range for every 
requirement— for cooking and heating with coal, wood, gas and electricity. 
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THE CABINET COAL 
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~RANGE.... 


“Upstairs” Oven! 
































TODAY! 
Send this.... 





RANGE 











The Estate Stove Company, 
Hamilton, Ohio. 


Send me more information about the 
new Estate El-O-Range.( ) Senda 
salesman. (_ ) 


Name 





Street 





City State 














RANGE DE LUXE 
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Color card and sample panel finished with he surface and Pratt GF Lambert Varnish Products are 
Vitralite; also names of POL dealers in “See gave 8!) Bente used by painters, specified by architects and 
your vicinity will gladly be sent on request. y sold by leading paint and hardware dealers. 
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Pratt & Lampert-Inc., 114 Tonawanda St., Buffalo, N. Y. In Canada, 20 Courtwright St., Bridgeburg, Ontario, 


PRATT & LAMBERT VARNISH PRODUCTS 
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HARDWARE COMPANY 


CARPENTERS’ CHISELS 











No. 110 No. 10 No. 725 


6,” Long 44,” Long 2144” Long 
Socket Firmer Socket Cabinet Socket Butt 


The tendency is toward shorter chisels. To meet this demand we 
have added the cabinet chisel, 44 inches long, and shortened our butt 
chisel to the popular length, 24 inches. 


NEW CONSTRUCTION 


Always endeavoring to produce better goods, we have developed 
a new type of socket chisel with blade and socket made of one piece 
of highest grade tool steel, giving greater strength and better finish, 
without increasing the price. ) 


HARDWARE COMPANY 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 


ESTABLISHED 1854 INCORPORATED 1864 
SINCE THE BEGINNING, MANUFACTURERS OF ICE SKATES 
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Elwel Heel 
Chains 


Another big seller to the 
farm trade. Try making 
a window display of heel, 
trace, breast chains and 
all the chain items the 
farmer needs. Then 
watch sales multiply. 


Elweltra Butt 
Chains 


A complete line — also 
pole and flank chains, 
chin and curb chains. 


Ls 


Cockeye Toggles 


Concord Toggles, Tri- 
angular Toggles, Screw 
Cockeyes, Clip Cockeyes 
—practically everything 
in harness hardware the 
! farmer will call for. 








Develop Chain Sales for a 








Elweltra Traces 


Many dealers doa big business in these elec- 
trically welded trace chains. You can double 
the profits from your chain department by 
displaying them with the items listed here. 





2. 





, on Is Good Profit 


You Might as Well Get This Bustness 


HIS Spring don’t miss the profits in your 

locality from harness chain and hardware. 
Open a department. Display trace chains, breast 
chains, cow ties, etc.—carry the items every 
farmer needs. You'll make more money and 
new customers. 


Many hardware dealers are getting this business 
now and are steadily increasing their volume. 


You can quickly estimate the business you can 
get onitems listed in this advertisement. Isn’t this 
worth getting? Ask your jobber for particulars. 


AMERICAN CHAIN 





BRIDGEPORT, 

In Canada: Dominion Chain 

A PRODUCT OF THE District 

Ameri ix BOSTON PITTSBURGH PHILADELPHIA 
herent nosens sme World’s Largest Manufacturers of Welded 








oy 


Tie Out Chains 


No rotting like rope—will 
last for years. Lengths, 20 
to 50 feet. You will get 
more business if you sug- 
gest them to your trade. 
Ask for Tenso pattern. 











Acco Sash Chain Cow Ties 


More quickly and easily in- 
stalled than cord—easily cut 
to right length. Stays on the 
pulley—won’t fray, rot and 
break. Keep ACCO Sash 
Chain where your customers 
can see it. Suggest its use. 


Far more sanitary than 
rope—last longer. Save 
the dairyman’s time. 
Good profit makers. 
Furnished in welded or 
weldless chain. 
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Bigger Hardware Business 





There’s good profit in 
Breast Chains. Feature 
them in a chain win- 
dow or wall display. 


HARDWARE AGE 


Also a complete line of 

Elwel Breast Chains in 

single, double or ta- 
pered chain. 





in Harness Chains - 
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Check Your Stock Against This List 

Harness Chains Miscellaneous Chains 
Butt Chains and Attachments 

Trace Chains Sash Chain 

Breast Chains Porch Swing Chains FT « 
Heel Chains Cow Ties i‘. y 
Halter Chains | _ 
2 ee ae Concord Hame Clips 

Harness Hardware Wanen Chine 
Rings, Squares Log or Binding Chains 

Loops, Dees Key Rings 

Clip Cockeyes S-Hooks, Ceiling Hooks 
Hame Clips, Bits Lap Links 
Cockeye Toggles Repair Links 
Concord Toggles Passing Link Chain Halter Lo ops Bridle 
and Rings Squares 
COMPANY, Incorporated : 
CONNECTICUT 
Company, Ltd., Niagara, Ont. 
Sales Offices | . 
NEW YORK . CHICAGO — SAN FRANCISCO inegtcrgt int Bits 
and Weldless Chains for All Purposes in business for yourSAFETY = wpe one 
Barriers Utility Chain Dog Leads— 





Chain is the most beauti- 
ful and economical barrier 
for grass plots, along side- 
walks, for theatre and of- 
fice railings, etc. More 
easily installed than pipe 
—won’t deform. There’s 
lots of this chain business 
to be had in your city. 


Log or binding chain 
will serve your custo- 
mers much better than 
rope. Every farmer,ev- 
ery lumber company, 
every haulage contrac- 
tor needs one or two 
of these general utility 
chains. | 


Kennel Chains 


You can sell dozens in 
your locality. The 
**Acco”’ line covers the 
whole field and simpli- 
fies ordering. Ask your 
jobber for an asscrt- 
ment displayed on at- 
tractive meta! hanger. 


eS —— 














16 


HARDWARE AGE 


March 12, 1925 


wf tg are Be ‘ 1 ae 
SO ey Tee eae 
NAOT Nees me pean 








50> 


OKE 


























= 


{ 
4 


es 


” 
i“ 
ult 
Se 


SALES OPPORTUNITIES WITH 


Myers Self-Oiling Power Pumps 


To wide-awake dealers—to discriminating buy- 
ers, the term “‘self-oiling,”” a registered trade name 
as applied to power pumps is of particular inter- 
est. Typifying as it does radical departures in de- 
sign, construction and operation over older types 
of power pumps, it brings to dealers exceptional 
possibilities for power pump sales, and to users 
it offers simplified, safe, economical and efficient 
power water facilities. 


Make Myers Patented Self-Oiling Power Pumps 
for deep and shallow service the corner stone on 
which to build a profitable power pump business. 
Successful in every field of service, they stand 
supreme today in agricultural, commercial and 
industrial circles. Give them an opportunity to 
demonstrate in a@ concrete way their sales pro- 
ducing—service giving—qualities by stocking one 
or more styles. 


Catalog, information and prices on request. 


The F. E. Myers & Bro. Co. 


Ashland, Ohio 
Ashland Pump and Hay Tool Works 








r*“PRTEINIS 
WE OWN 


Feb. 8th, 1916 


1170662 
Feb. Ist, 21 
1367075 
Jul. 19th, 21 
1385141 
Jul. 19th, 21 
1385142 
Jul. 19th, 1921 
1385143 
Jul. 19th, 21 
1385145 
Jul. 19th, 21 
1385146 
Oct. 4th, 1921 
147239 
Oct. IIth, 1921 
1393306 
Sept. 5th, 1922 
1428181 
Dec. 5th, 1922 
1437988 
Oct. 16th, 1923 
1470634 
Nov. 13th, 1923 
1473861 
Nov. 5th, 1924 
1516572 


OTHER 
PATENTS PENDING 
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“This hardware is simply perfect” 


Te suit your customer’s ideas of how 
hardware should look as well as work, 
is-no small responsibility. But how com- 
pletely it is met by Good Hardware— 
Corbin. 

Both in service and sightliness Corbin 


Hardware seems to sense one’s slightest 
whim. Graciously, Corbin Hinges swing doors 
open for the breeze—Corbin Door Checks close 


them tightly against storm—Corbin Locks secure 
them firmly against intrusion. 

Good Hardware does these things wherever used. 
Capable in. office buildings, beautiful and useful 
in homes, impressive in public buildings and 
hotels, serviceable in factory, school and store, 
Good Hardware—Corbin—belongs on every good 
building and will be found on tens of thousands 
of them. 

It is as much a joy to live with as it is to sell. 


P.& F.CORBIN 85" CéNnee eu 


The American Hardware Corporation, Successor 


New York Chicago 


Philadelphia 
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This advertisement with suitable text appears in the March issues of five national magazines whose four 
million readers are being reminded every month that Good Buildings Deserve Good Hardware—Corbin 
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FENCING AND NETTINGS 
(ALL” GALVANIZED) 


Enable you to supply your trade with a fencing or 
netting that is Durable, Rustproof and Attractive 














W. W. POULTRY FENCE 
The New Form of Mesh 
dag hang straight and tight from post to post. Requires no rail at top or bottom. Will not stretch 
out longer at the expense of width as is generally the case with the ordinary forms of mesh. 


W.W. Poultry Fence is made full width and always remains so. The horizontal wires where the strain 
comes are a full size heavier than the cross wires. The truss forfmation takes care of the contraction and 
expansion problem. 
WICKWIRE GRADUATED POULTRY FENCE 
Combines both Large and Small Fences All in One 

H*s eight spaces of one and one-eighth inch mesh at the bottom, graduating through one and one- 

half, two and one-quarter to three and three-quarters inch mesh at the top. Acts both as a barrier 
against the straying away of the poultry and ek as well as a protection to them against prowling 
animals. Woven and galvanized on the same principle as W. W. Poultry Fence with no ends of wire 
to rust nor sharp ad to crack the galvanizing. 


HEX NETTINGS 
The Perfect Formed Mesh 
~~ the manufacture of Hexagon Mesh Poultry Netting we have a very large capacity, and with the 
most modern equipment in machinery and apparatus for putting the goods up, we have succeeded 
in placing upon the market a Netting of the highest grade. 


WICKWIRE BROTHERS, CORTLAND, NEW YORK 
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SPOON 

















THE new Cereal, Fruit or Pudding Spoon, made 
in the Ancestral and Anniversary patterns, fills a 
long-felt need. 


It is somewhat larger than a teaspoon and has a 
deeper bowl, better adapted for semi-liquid foods, 
but it is small enough to be handled with ease and 
daintiness. We feel certain that the genuine demand 
for a spoon of this kind is going to make it a very 
popular item in your stock. 


Six in Gift Box, blue velvet lined 


1847 ROGERS BROS. 
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No, 1740, Printed in U. 8. A. 


50 PIECE CHEST 


ggacacereee 





wi without charge | 
OLEEEN Set for price of silverware alone 


} 


The Silverplate 
illustrated is the 
‘* Ancestral "’ 
Pattern 







| The New 
% 50-Piece “Special” Chest Set 


' 

Q Just as our 26-piece ‘‘Special’’ Chest has helped the dealer to increase his unit of sale 
‘> from the half-dozen to the 26-piece set, so this new 50-piece ‘‘Special’’ Chest will 
help you to increase the 26-piece to a 50-piece sales unit. 





1847 ROGERS BROS. 
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Pads for Horses 








We manufacture a complete line of 
Pads for Team Collars, Riding Saddles 
and Cart Saddles, also Back Bands, 
both Padded and Burlap Lined. 


For Sale by Jobbers 


The American Pad & Textile Co. 


Greenfield, Ohio 


United States Branch, Chillicothe, Ohio 
Canadian Branch, Chatham, Ontario 
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Every three months 
a window entirely for 


Vollrath Ware 


Four times a year Wolf- 
Kubly & Hirsig Co. devote 
an entire window to Voll- 
rath Ware in this manner. 
It's backed by newspaper 
advertising. Recently ina 
local Window Display con- 
test Mr. Eugene Hines, Dis- 
play Manager, won first 
prize with Vollrath Ware. 
Vollrath Ware lends itself 
todisplay purposes. It brings 
other business into a store. 





Vollrath window display in the store of Wolf-Kubly & Hirsig Co., Madison, Wisconsin 


1/ [Turns a Year 
2 ona $650 stock 


Wolf-Kubly & Hirsig Company is a hard- Ware in the windows with other mer- 
ware concern in Madison, Wisconsin. One __ chandise. 

of the most profitable items of their busi- In the newspapers regularly, as a part of 
— Vollrath Ware. They have carried their main advertisement, they use 3 inches 
the line for almost twenty-five years and on one column to feature Vollrath special- 
find that it earns a splendid profit yearin 43... And four times a year, to go with 
and year out. the big display, they devote the entire 

Their merchandising activities are right | advertising space to Vollrath Ware. 

up-to-date and worth considering. 
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Mr. Louis Hirsig says:—‘‘ Vollrath 
This Madison hardware store is doing Ware is a steady seller. We can always 2 
Vollrath business in 24 square feetof space. depend uponit. It isa case of carrying in . 
Acounter 3 feet by8 feet with three shelves stock good merchandise that we can stand : 
is used for the display of merchandise. back of and then sticking to it because it 
is right. We notice that the people who 
The sample s are always kept clean and buy it and use it in their kitchens are the 
gleaming white. most desirable type of customer. They buy 
Four times a year they devote a whole Vollrath Ware because it is so clean to 
window to Vollrath Ware. And then work with and because they take pride in 
twelve times a year they show Vollrath — their kitchens.” _ 
Ask the Vollrath salesman LR (s\ 
se ee ee ©) 
u tne com € 
/ Re Sale Plan W7/\ [22 is 
THE VOLLRATH COMPANY - Established 1874 + Sheboygan, Wisconsin é 
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Looks Like a Big Fence Year 


ERE are some of the thousands of letters and post cards coming 
to our offices requesting information about Super-Zinced Wire : 
Fences. Never before have we received inquiries in such 
numbers. ‘Most of these letters are from live prospects for fence and 
we work with our agents to complete the sale in their stores. 








x Farmers can not put off building fences much longer. Their interest 
° in good fences is awakened, and we are convinced that this will be a 
big fence year for the merchant who gets back of the Super-Zinced 
Fence line. 





Super-Zinced Fences are well known among farmers and others in 
your county. Our thorough advertising system HELPS YOU SELL 
FENCE, and we give you excellent service on your other wire needs 
such as barbed wire, plain wire, gates, steel posts, wire nails, etc. 





Write for information about our agency proposition and 
learn how we conduct our fence advertising for your benefit. 


Pittsburgh Steel Company—Pittsburgh, Pa. 


New York Chicago Memphis Dallas San Francisco 
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Increase Freezer Sales 


— with the 


New Design 


WHITE 
MOUNTAIN 


Triple Motion 


“LUA 


| Atio™ 
VAT 
A e831} 











eo : The White Mountain has always led in the 
—_ . _ : ‘Ice Cream Freezer field. 
RO GR ONG rr 7 / ' , ; 
Pie ae OTS Whenue) oa The White Mountain Triple Motion was the 
ag wine ai AT gih/, biggest forward step ever made in Ice Cream 


Freezer construction. Its principles are correct 
—practical and successful. 

We could not improve upon the principle. But 
we have improved its method of application. 
The New Design Triple Motion White Moun- 
tain is the last word in freezer construction. 
It is more simple, sturdy and efficient than 
ever before. 

From every viewpoint—manufacture, sale and 
use—it is the most satisfactory freezer on the 
market. 





What This New Design Means 
to You and Your Customers 


The New Design Triple Motion White Mountain Ice Cream Freezer is a great 
success. From your standpoint it has more selling points than any other freezer. 


The new design of beater insures smooth, evenly frozen cream. A taller can gives 
more freezing surface. New tub lines conserve ice. Accurate fitting castings and 
smooth bearings eliminate clogging and minimize the breaking of parts. 


These and other desirable features are exclusive in the New Design White 
Mountain Freezer. 
Your customers already know that the White Mountain always has been the 


World’s Best Freezer. With the improvement and advantages of the New Design, 
the White Mountain is the easiest freezer in the world to sell. This means a 





New Internal Construction 








quick turnover for you. 





The season of 1925 promises well. White Mountain National 
consumer advertising starts soon. It is none too early to 
order your spring and summer freezer requirements now 


Manufactured Solely by 


THE WHITE MOUNTAIN FREEZER COoO., INC. 


NASHUA, NEW HAMPSHIRE 
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| aw L \ A New One Inch Mesh 


\ | @The New One Inch Mesh U. S. Poultry Fence meets, as 


nothing else will, that growing consumer demand for a per- 
—_— s fect, close-mesh Poultry Netting. 


q U.S. Poultry Fence is easy to handle. It rolls out flat 


: upon the floor or counter like a bolt of goods. It cuts 
i without waste. With all its superiorities, it costs less 
n _ a “put up” for it requires no wood frame and, fewer posts to 
+ 2 , ” erect it. 
Today the U. S. line offers greater possibilities for profit 
an ever before. More and more dealers, recognizing these 


Sse possibilitice, are standardizing on U.S. Poultry Fence. | Ex- 
perience has taught them that it pays. 
@If you are not getting your share of the netting business 


Ssy—sss in your territory you should handle U. S. Poultry Fence 
\ [ which costs no more, is better and more economical, lasts 








— is a netting that embodies every U. S. advantage in 
esign and construction. It is made on the farm a 
principle with parallel line wires interlocked with the mesh 
wires. The result is a fabric which stretches up perfectly 
without the aid of baseboard or top rail. 








AES: 











longer, and gives better satisfaction. 





== — N q Write us for Catalog and Samples and be your own 
/ judge and jury. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 
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Aluminum Ware? | 
uminum Ware! | 
—asks the Dealer of Father Time. : 
Because of high character. : 
Because of the appeal. : 
Because of the guarantee. 
Because of the PROFITS. 
J / | 
£ 
ee Aluminum 
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When you sell GOOD Aluminum Ware 


it reflects the character of your store and 





yourself. 
GOOD Aluminum Ware appeals to the Sa i es 
customer who, when attracted to your ey ° j 
store, will purchase other high grade pecia 
merchandise. sinus) erode tous haute welent (16 Somes) bank 
aod tends OE « Gir mleodadae Sen 
GOOD Aluminum Ware is backed by the ray. 
factory guarantee. LIFETIME Alum- ety meg a oe My Bg Kp Bag Mh pny 
° ° ° We also manufacture and stock a line of alumi- 
inum Ware 18 guaranteed for life. , _ pn for special sales. Write for items 
am ° 





LIFETIME Aluminum Ware brings bet- 
ter PROFITS through repeat business. It 
is not in competition with inferior, un- 
branded utensils (which are sold at a 
close margin), therefore allows a greater 


profit. 


LIFETIME Aluminum Ware brings more 
sales and better profits. Yet it takes up 
no more shelf space. Lifetime Aluminum 
Ware is priced within reach of all. 





ALUMINUM PRODUCTS CO. 
LaGrange, Illinois 


Branch Offices 


New York Philadelphia Chicago 
Cincinnati Los Angeles Oakland 


‘There is no time like the present time to stock LIFETIME 
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cach the Simplex line of machines 7 


caturing Direct Subtraction-) 
Autoriatic-Shift Multiplication oo Adding Division 



























‘ Direct Subtraction — Deducts Automatic-Shift Multiplication 
a credits, discounts, bank with- Simple to operate—only 10 For bill extending, checking in- 
a drawals, tare weight, salary ad- keys. voices, figuring discount, com- 
s vances, amount of old meter Practical ti taucht ; mission, inventory, estimates, 
5 reading, cost from selling price, thi quer a” — a etc., etc., etc. 
CLC, CCC, CFC. . or Division—C t ll 
R y ‘Sno * new to ] dd . . ompu e average s¢: a 
Adding—An endless variety of , ing price, prorate cost, dis- 
epolications in any business. 100% printed proof. tribute overhead, figure  esti- 
mates, etc. 
Automatic Cross-Tabulator Carriage— This Simplex Sundstrand is the outstanding 
(optional) furnished with “made to order’’ stop accounting machine of the decade, as it pro- 
bars, which, due to the position of carriage, vides ideally for ledger posting, statement 
automatically control adding, non-adding, making, stock records,, etc. Let us demon- 
subtracting and forward paper feed. strate in your office. 
SUNDSTRAND ADDING MACHINE CO., Rockford, IIl., U.S. A. 
Sales and Service Stations Everywhere in the United States and Foreign Countries 
: The All-Purpose Machine 


Par Excellence 


Simpler - Faster 
More Versatile 























Direct Subtraction 
Featured Models 


$150 and Up 
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Straight Line Models 
Without Direct 
Subtraction 
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$100 and Up 
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‘You Bet’’—the gang 
is on its way 


The thrill of the new fishing season is here. Old 
tackle and equipment is being “‘yanked” from 
winter quarters and new equipment is being pur- 
chased for the first fishing trip. 


Fs Now is the time for sporting goods dealers to 
SFY 
Cy stock up—meet the demand for bait and tackle 
containers with the famous Falls City line. It 
does not matter where you are located or the type 
of fishing that prevails in your territory—we 
make a minnow bucket, bait or tackle box that 
you can sell. 
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a N14 wilting ty 
(I ipo . \ A There is none “just as good” as the Falls City line. 
ie For opportunity and profit it is unexcelled. Order to- 
Ww day thru your jobber or write for our catalog. 


FALLS CITY. 


MINNOW BUCKETS, BAIT AND 
TACKLE BOXES 


STRATTON & TERSTEGGE CO. 


Incorporated 
LOUISVILLE KENTUCKY 
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“I Prefer it~folks say 





All Steel 


Frame 


Weighs only 17 Ibs. 
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The Cable Cot wins Folds 
instant preference Smaller 
over wood 


Rubber tipped legs 








Patented Sept 9, 1924 






A Big Seller Over Night! 








Why 
People 
Prefer it 


All Steel Frame. 

Rubber tipped legs. 

Weighs only 17 pounds. 

Folds more compactly. 

Automatically adjusts itself to 
uneven ground. 

Reinforced joints. 

Tailored top of 12 oz. olive 
drab duck. 

Beautifully enameled in green. 

Sanitary. 

Sturdy. 

Built to last a lifetime. 

Open: 6 ft. 4 in. long, 25 in. 
wide, 17 in. high. 

Folded: 5 in. x 7 in. x 38 in. 


Opens or closes in 50 seconds. 
Retail price about the same as 
wood. 


Cots packed individually 
in fibre cartons. 


The instant success of the Cable Fold- 
ing Steel cot demands that you order 
your stock zmmedtate/y ! 


Preference is spontaneous! No one 
wants the antiquated wooden folding 
cots when they see the new. Far superior 
to any other cot on the market. There 
is 20 comparison ! 


Enormous Advertising 
Campaign 
Color spreads in The Saturday Evening 


Post. Millions everywhere are told just 
at the right season of this big sensation. 


Send for Prices and Details 








r 
| THE CABLE CORPORATION, Sales Dept. HA3 
| Woolworth Building, New York, N. Y. 

| We will need some Cable Cots for our trade. 

| Please send prices and details. 
SST EE NLC eT NORE EE 
S EPOEB so os vecceescoesvescseses 

| | 

| Sb oan ba naeewkaa ese been taweds Ges ce oceecaias 
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Thousands of experienced outdoor 
/ lovers look upon their “Gold Medal” 
| cots, tables, and chairs as their best 
| pals—dependable, comfort-giving 





friends that make vacationing perfect 
whether at cottage or wayside camp. 


They know what it means to relax 
in a comfortable chair, eat at a real 
table and awake fully refreshed aftet 
a wonderful night's sleep on a real 
cot. They find this same furniture 
useful the year around at home, either 
indoors or out. 

Every piece of “Gold Medal” is good 
looking, light, sturdy, and folds com- 
pactly because of a special, time-tried 
construction that combines selected, 
seasoned wood, steel and canvas in 
— the right manne 


| FREE 42. BOOK 


Handsomely Illustrated 
Wrene § for me Pott a ‘Comfort for Home 
pn Bhs | - aaa" as Eo Medel 


| The popularity of * f "Gold Medal” leads many 
j 


—— 


——— 


ee, 


—— 





to believe that “Gold Medal” means a type 

or style of folding furniture —that all folding 

furniture is “Gold Medal.” But it’s not. 

“Gold Medal” isa trademarked, brand name 

put only on genuine “Gold Medal” furniture 

for your protection and assurance of highest. 

| unvarying quality. Look for the name “Gold 
4 Medal™—insist upon the genuine. 


Gold Medal Camp Furniture Mfg. Co. 
a Packard Avenue Racine, Wis. 


“Go 
. 


M EDAL 


| Folding ~ 












Furniture 
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FOR 33 YEARS FOR 
THE RECOGNIZED 
STANDARD 
‘ Zan, awe 
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IN THE 


SATURDAY 
EVENING POST 


and These 11 Other 
National Magazines 


“GOLD MEDAL” 


ogc MAR 


FOLDING FURNITURE 


will be advertised in 1925 
regularly and consistently 











First Saturday Evening Post Advertisement Appears 
February 28th 


The first single column advertisement shown here greatly re- 
duced, appears in the Post Feb. 28th and in the March issues of 
some of the Outdoor publications shown. All of them will be used 
in following months. We're starting earlier this year than ever 
before because dealers tell us that there is a good year around 
ee, for Gold Medal. We will continue our advertising later, 

00. 


Not a Flash in the Pan 


Gold Medal has been in business for 33 years and during all 
these years has always kept faith with the trade. We are going 
thru with our advertising program, which is almost double that 
of last year, as planned; just as we always have in years past— 
just as we go thru 100% with everything else. 


Are You Ready? 


You, who have sold “Gold Medal” for 20 or 30 years know what 
a splendid seller it is. You know, too, how sales are increasing 
yearly due to the splendid reputation of Gold Medal quality— 
the tremendous popularity of motor camping and the “live out- 
door” movement. ) 

New dealers will be surprized at the rapid turnover of this 
fast selling line—The Recognized Standard for 33 Years. 

Order early from your jobber but write us for complete mer- 
chandising plan. 





~ “GOLD MEDAL 


Trade Mark Reg. 


For 33 Years the Recognized Standard 
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These magazines, reaching over 13,000,000 people, tell the “Gold Medal” Story Regularly and Convincingly. 


This National Advertising is Entirely New Window Display 
only a Part of a Complete Idea—Big Cash Prize Contest 
Merchandising Plan 


Last year’s contest was a big success 
from every standpoint—principally be- 


We haven’t overlooked a bet in plan- ae n,n oe 


ning 1925 Sales Helps. Our catalog 
is better than ever—40 pages hand- 
somely illustrated in 2 colors. Then 
we have a dozen new folders covering 
various items in the line and special- 


But this year’s will be a knock-out. 
The nature of the display that’s fur- 
nished FREE will surprise you. Imag- 


ized uses of “Gold Medal”—everything ine getting a window display made up 
from that famous old standby, the No. of salable material, with a retail value 
1 cot, to the New 35Y Yacht Arm of $11.85! Well, that’s the story in a~ 
Chair. We have new newspaper cuts, nutshell—and, remember, we will beat 


movie slides, etc., etc. last year’s $250.00 cash prizes. 


USE THIS COUPON 


Write for complete information on Win- 
dow Display Contest and Advanced In- 





Gold Medal Camp Furniture Mfg. Co. 


formation about the 1706 Packard Ave., Racine, Wis. 
New Gold Medal Line. Gentlemen: 
Please send me complete details of your 
‘ Merchandising Plan, Window Display Con- 
. test and advanced information on New Gold 
Medal Line. 


FOLDING #44& © i Stone 


=e + @¢ @ 2 8S £6 6. OF £.9 9 6.6.0 6 6 2.6 2.8 2 O26 & 6. 6's & 2.04 


FURNITURE # #|_. acti 
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ATHLETIC AND SPORTING COTTON GOODS BLANKETS. rs 
“ KHAKI AND CORDUROY CLOTHING GARDEN HOSE. tei 
GOLF AND TENNIS GOOD ONLED CLOTHING. 
GYMNASIUM EQUIPMENT BURLAP ANNO TWINES, re 
TARPAULING AND SAKS GUNS AND AMMUNITION. ; 
AWHINGS ANDO TENTS BICYCLES AND WHEE: GOODS. 
FLAGS AND BANNE FISHING TACKLE 
GUN CASES BELTS AND HOLSTERS CAMP AND LAWN FURNITURE. 
COLLARS PUTTEES BOVELTIES SEACH UMBRELLAS. 
HAMMOCKS ANO HAMMOCK COUCHES «nIT GOODS. AUTO ROBES. 
FRUIT PICKING BAGS 
P.0o.80x% 460 
- ABCAOE STATION > 
TELEPHONE CONNECT ON 138. 140-142 SOUTH MAIN STREET 
@271031 37-139 141.80 .05 ANGELES ST 
CABLE AOORLSS WOOGDHOE 3 
LoS ANGELES, CAL. a 
ae 
ae si 
November 20, 1924, ~"*'. ee 
es 
Sy a 
oe ee 
American GasS “Machine Co., Inc. 3 
Albert Lea, Minn. ' 
Attention: Mr. E. C. Jorgensen 
oe 
Gentlemen: 
Having completed a moet eucceesful geason in the Bes 
fale of American Kampkook goods, we consider thie is a Y 
fitting time to express our eppreciatior of the cuslity 
of your entire line of etoves and equipment. - 
Co-operation ie to so conduct a business that others 
san work vith you to accomplieh certain ende, and ve take 
thie opportunity to exprees our appreciation of your kind 
co-operation; in the quality of your goode, prompt deliveries, 
national advertiging helpe, attractive literature turniehed 
u& during thie fiseal year and the general good feeling which 
adde ©o materially to the succees of any undertaking. 
Qut of the eeversl- thousand Americar. Kampkook Stovee a 
eold by us during the pas* four years, cuch @ emall number a 
have recuired repsire and the stovee generally have given AE 
ene = | eatis t 4 it g +) ae 
Such entire eatiefaction, it looks now age though we ehall ge 
have to continue with the American Kampkook Stove as our a 
leader during 1925. 
Wiching you every success during the coming year, - 
we are 
Youre very truly, 

























The American Kampkook is made in 
four sizes to meet the needs of every 
buyer, at $7.00 to $14.30. Any leading 








jobber can supply you promptly. 
AMERICAN GAS MACHINE 

COMPANY, Inc. 
Albert Lea, Minn. New York, N. Y. 
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Mr. Tackle Dealer— 


If you are an angler you are, of course, familiar with the history of 
the Al. Foss Pork Rind Minnows. You will remember how you shied 
at them when first introduced—when you said to yourself as you first 
saw them advertised, “Just another fish lure,” just another rose to 
“blush unseen and waste its fragrance on the desert air.” Yet since ,, SIGCLER. | 
: fi then we have sold hundreds of thousands of them and millions of 
a pork rind. They are now being sold in practically every place where 
S fishing tackle is on sale. 

They are now in their ninth season and the sales are increasing 
steadily from year to year, while most other lures on the market that 
length of time are now quietly slumbering in the piscatorial grave- 
yard—their future all behind them. 

Just take a look over your stock and see how many of these will-o’- 
the-wisps you have been stung with—left “holding the bag’’—so to 
speak. 

Then just take a look and you will find that you have no 


Al Foss Pork Rind Minnows 


that are unsalable—“eating their heads off” and warming your shelves 
—a constant source of irritation to you. 

The MORAL is, of course, to sell the long life lures, the kind that 

make satisfied customers and at the same time make a tingle in the 
cash register. 
THE NEXT THING on the program is the AL. FOSS EASY CON- 
TROL REEL. Not knowing anything about it—you will, no doubt, 
shy at it as you did at the Pork Rind Minnows—yet it is as superior 
to all other reels as our lures are superior to all other lures now offered 
for sale. 














SHIMMY 
WIGGLER 
% or 54 oz., $1.00 


45c—Bass, Musky 
and Fly Spinner 





ORIENTAL 
WIGGLER 
ly or % oz., $1.00 
All Red, All White, 
or Red and White 











LITTLE EGYPT 
WIGGLER 
Weight, 4% oz., 75e 








Al Foss Easy Control 


Specifications Bait-Casting Reel 


The No. 3-25 is made of nickel silver, satin finish with jeweled end wt ‘ti vel 
thrust bearings. Capacity 50 yards—14 Ib. test line. This is the first Reel ever made that positively 
Double balanced handle with pyralin grips. will not tangle up the line—doesn’t sound reasonable, 
Quadruple Multiplier with Click. does it? Yet it is true. 

Screw off eil caps. When you see it you will at once become impressed 


e 
F : 
ie 


Spiral Gears. 





Pivot bearings of high grade non-wearing bronze. 

All steel parts are made of best tool steel drill rod. 

Spool shaft of hardened tool steel. 

Has hardwood arbor 1-1/16” diameter, making it unnecessary to 
build up the spool with a lot of dead line. 

Diameter of end plate 2 inches. 

Length of spool 1% inches. 

Weight eight ounces. 

Packed in leather case, 








AL. FOSS 





with the absence of wires, doodads, thingabobs, 
whatchamacallems, and other impediments that are 
usually found on reels of this kind. You will also 
find it unnecessary to carry a lot of spare parts, such 
as are necessary with many of the complicated reels 
which the market is now cluttered up with. 

You had better get busy with this reel and do 
not wait for the fellow across the street to beat 
you to it. 


Columbus Road, Cleveland, Ohio 
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N_ enthusiastically satisfied 
customer is the best assur- 
ance for future sales. 


Every person using Alumo 
Skates is circulating the news 
about their long wear and extra 
strength to friend, neighbor and 
stranger. The entire satisfaction 
these superior skates are giving 
the consumer certainly means a 


Cross Section 


































I. 





One-half of one side of this Alumo Skate has been 
cut away to show the method of construction. 
The dovetailed runner is inserted in a die-casting 
mold into which a molten aluminum cools in- 
stantly, forms the body of the skate, and unites 
with the runner, makin 
aluminum in coolin 
structure so securely that the runner cannot be 





a structural unit. The 
grips the dovetailed runner 


loosened even by the sharpest hammer blows. 


Each Alumo you put on ice means 
more money on your counter 


greater demand for Alumo 
Skates. 

Are you going to be able to sup- 
ply these demands and thereby 
increase your profits on Alumo 
Skates? 

Because of the patented process 
by which Alumo Skates are 
made, all chances of breakage, 


etc., are eliminated. 






sizes. 


liant finish. 


Seven good reasons why ALUMOS are so popular 
5. Alumos are fast—scientifically designed, 


Alumos are different—an entirely new 
type of skate, designed and built on an 
entirely new principle. The fine steel 
runner and aluminum body are in- 
separably molded together in one oper- 
ation. 

Alumos are light in weight—the only 
aluminum skate. Markedly reduced 
weight on skater’s feet, making skating 
easier, faster and less tiring. Made of 
aluminum alloy, will not rust and takes 
a permanent finish, 


. Alumos are strong—practically inde- 


structible, because of the selected ma- 
terial and extremely accurate patented 
construction. 


. Alumos are durable—no rivets or joints 


to collect rust, loosen or come apart. 


to give greater speed. 


LUMO skates 
are furnished 
in Racing, 
Arena and Hockey 
Models for both men 
and women in all 
Dull or bril- 


6. Alumo Skates are sold only on Alumo 
Skating Shoes—Alumo Skating Shoes, 


stylishly cut on original patterns, are 
made on lasts formed to fit exactly the 
curvature of the scientifically shaped 
heel and sole plates of Alumo Skates. A 
combination wonderfully comfortable and 
heretdéfore unobtainable. 


. Alumos are advertised—Well-planned 


advertising is run at the height of the 
selling season to reach consumers. 


Send for Catalog 


Hundreds of dealers already know the possibilities for profit 


in Alumo Skates. They have made money with 
you. Get complete information for yourself. 
ber about Alumos or write direct to us today for ca 
This puts you under no obligation to buy. The catalog 
be sent to you by return mail, postage paid. 


them, so can 
Ask your job- 


wii 


INTERNATIONAL DEVELOPMENT CO. 
Sole Owners of Alumo Skate Patents 
Dept. C4, Malden, Mass. 





Alumo Skates 
and Skating Shoes 
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Dropping a naught 
is 3600 less 


ROP a naught from 4000 and you 

have 400—just 3600 less. That’s 
what we have done to the number of 
shot-shell loads. 


By dropping those loads that amount 
to naught but expense for dealer, jobber, 
and manufacturer alike, we have reduced 
the list from 4000 to 400. 


The discarded 3600 are all “whim 
loads” — the unnecessary as well as un- 
profitable items which never had any 
excuse for being other than to gratify 
the whims of a handful of shooters for 
something slightly but not materially 
different. 


The remaining 400 loads constitute the 
US Simplified Shot-Shell Line—an in- 
novation in ammunition merchandising 
with manifest advantages. The simpli- 
fied line is the profitable line. It means 
a smaller investment, lower overhead, 
reduced selling expenses, and greater 
profit for all concerned. 


Not the least of the benefits is what 
the simplified line promises for the 
future. As dealers simplify their stocks, 
production will be correspondingly sim- 
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plified. This should result in manufac- 
turing economies which will be reflected 
in reduced prices and larger margins. 
Already, due to simplification, we are 
able to offer reduced list prices to 
dealers on nearly 300 of the 400 loads 
in the US Simplified Shot-Shell Line. 


Moreover, if you order from the US 
Simplified Line you are assured not 
only of shot-shell loads which move 
fast now, but loads which are going to 
move even faster. A big national ad- 
vertising campaign is to be put behind 
them this fall to speed up sales for you. 


The US Simplified Shot-Shell Line 
holds real money-making possibilities 
for the live-wire dealer. We know you 
will be interested when you receive the 
full particulars and price list. Ask our 
salesman or your jobber’s salesman for 
them or write our nearest branch. 


UNITED STATES CARTRIDGE CO. 
111 BROADWAY - NEW YORK 


General Selling Agents: National Lead Company, 
Boston, Buffalo, Chicago, St. Louis, Cincinnati, San 
Francisco; United Lead Company, New York, Phila- 
delphia; James Robertson Lead Works, Baltimore; 
Merchants Hardware Specialties, Ltd., Calgary, 
Alberta, Canada; Fraser Company, Montreal, Canada 


Simplified 
SHOT-SHELL LINE 
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The US Simplified Shot-Sheli? 
Line consists of the following 
three shells in 12, 16 and 20 ¥ 
gauges—a load for every pur- 
pose anda shell forevery purse: 








A high-grade, smokeless 
shell at a popular price 
for all general shooting. 
66 loads — each supplied 
in five standard powders 





Ogi | 


~ =~ 


SMOKELESS 





A low - priced, quality 
shell. Loaded with No. 
2 Smokeless. 74 loads. : 





Long-range shells of sur- 
passing excellence. 
Loaded with the latest 
type of progressive- 
burning powder. 13 
loads. 











36 HARDWARE AGE March 12, 1925 


a ) ~” Note the 
_/ Fine Graduation 
of LOFT from ee . 
a Urivis Iron aan 
\ to Ni licks / ) : _NO,2 MID IRON — 


ey ¥GO-SUM irene 


ERE is a new line of iron clubs which is so 

well graded as to “loft”? that any of your 

customers can find in this one line any particular 
club or clubs which they may desire. 


The proper length of shaft for each model and all 
other details of construction have been carefully 
worked out in actual play by our golfer-workmen. The 
clubs are built with satin-finished heads, natural finish 
shafts and extra length calf grips. 


If you have not already stocked the GO-SUM Irons, 
order them today so you will have them on hand for 
the opening of the season. If you do not sell MAC- 
GREGOR goods, write us for our proposition and 1925 
catalog. 





THE CRAWFORD, McGREGOR & CANBY CO. 
ESTABLISHED 1829 DAYTON, OHIO 


NIBLICK 




















NO.IOX PUTTER. 
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DEALER’S COUPON 


A Book that Opens the Way to New Profits 

— free to KYANIZE Dealers and Certain Others 
To Dealers NOT now KYANIZE Agents: If 
you are located in territory not now covered by 
a KYANIZE Dealer Agent and you are a progres- 
sive merchant, you need the good business that 
all hustling KYANIZE Agents are enjoying and 


a KYANIZE Agent but | 


“How to P rof 


lam not 
would like your book : 
with KYANIZE”’ which I understand 
you will sand to me FREE and with 
out further obligation, if there is 
now no active KYANIZE Agent in 


my immediate locality. 


F you’re now a KYANIZE Agent of record you 

have received this wonder book“How to Profit 

with KYANIZE” through the mail without re- 
questing it. If you haven’t—write for it. 


This book is veritably a text book of better var- 


Dealer Sign Here 


nish and enamel merchandising. Don’t miss it. 


Write for this book “ How to Profit with KYANIZE”— 


Pin it to your letterhead. 


the coupon. 


we need and want you in the fold. 


fill in and send 
Send the coupon TODAY. 


BOSTON VARNISH COMPANY, Everett Station, Boston 49, Mass. 


SEE NEXT PAGE 


ealer’s ‘Street and No. 


Wealers Lown ar 


anize 


VARNISHES & ENAMELS (or Floors~Furniture-Woodwork 





Gold Floor Cabinet 


Nearly four feet of 24 Karat salesman- 


j 


ship This beautiful stand is free wit 
, sc , 
the ‘‘small investment’’ assortment 








if nies Sich The Coupon = 
ae 2 Ee “— ~F- 
ENAMEI SS 

| ohan “ j 


Try This, Wall You? ; “ 
s Very Easy | 











Coupon Circulars 


Furnished free, imprinted and in quan- 
tity for package and mail distribution 





ee ENAMEL 





Ayanize ay 


FLOOR 


Dear Beighber 








Illustrated Letters 


Sent direct-from-factory to a selected 
list of your own making 


BOSTON VARNISH Co. 
Everett Station 


BOSTON 49 :: 


Sanitary Floor Enamel 
—a product that sells and is strikingly advertised 


EMENT floors—old, soft wood floors, pattern-worn linoleums, 
porch floors and decks—all these, everywhere, are holding out 
profit possibilities for the merchant equipped to surface them. 


KYANIZE Floor Enamel, the waterproof, sanitary, easily cleaned coat- 
ing—solid in color, rich in lustre and long in life, is just the product 


that these surfaces need. 


It’s a seller, a repeater and a good-will builder. It satisfies—we guar- 
antee that—and it makes new friends for KYANIZE dealers. 


Easy to apply, quick to dry (overnight), it produces a beautiful self- 
levelling, lustrous surface, tough, weather- 
proof and durable. 


It’s well—exceedingly well, advertised. 
Look at the material illustrated on this page. 
From the handsome de luxe gold floor 
cabinet to the unusually beautiful color 
card, this product is backed by advertising 
of a unique QUALITY character. 


Dealers—KYANIZE 
and Otherwise 


If you are now a KYANIZE Agent and 
have not yet stocked this fast-moving, repu- 
tation-building Floor Enamel, write today Sanitary 
for specifications of the small, well assorted. FLOOR 
trial lot that gives you everything in the 
way of advertising as shown on this page. 
It takes but a small investment and the 


cl : , Color Cards 
profit opportunity is big—very big. 


Beautifully printed and mounted. Fur 
nished free in liberal quantities 


OTHER DEALERS 


If you are not now a KYAN- 
IZE Agent and there is’ none 
in your locality—write for our 
“small investment” proposi- 
tion on KYANIZE Floor 
Enamel. It will appeal to you 
and it opens the way for you 
to grasp the KYANIZE 
Agency for your locality. 
Many a KYANIZE success has 
been written from just such a 
start as the one we urge here. 
Write—today is none too soon. 














_ C Wd ae Ssoltu my, stained 


or bl nushe d-rehinish them with 
, , A yante 
KYANIZE FLOQR ENAMEL we get 


Pit - 
Hardwood floors ~ preserve and be autify 2” 


them with franspan mt wat rproof 


KYANIZE FLOOR FINISH 


Show Cards 


Artistic~beautifully lithographed. 
ull of sales appeal for window an 
counter display 


Printed in U. S. 
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A Popular HOHNER Display 
That Sells Harmonicas! 


ORE than 300,000 merchants in every 

part of the country know the value and 
importance of featuring Hohner Harmonicas 
in their windows or on their counters. 








These progressive dealers are the leaders in 
their fields, representing such important lines 
as drugs, hardware, sporting goods, toys and 
novelties, stationery, musical instruments and 
general merchandise. Yet regardless of the 
particular kind of merchandise they are sell- 
ing, they have found that it pays to feature 
Hohner Harmonicas as a popular leader. 


Hohner advertising and publicity in national 
magazines, newspapers, billboards, motion 
pictures, radio, school books and municipal 
contests is creating a tremendous demand for 
harmonicas among people of all ages in every 
village, town and city. Yet Hohner co-oper- 
ation doesn’t end there—it goes straight into 
the dealers’ stores in the form of attractive 
counter cards, displays, window trims, instruc- 
tion books and other dealer sales boosters. 


The attractive collapsible display cabinet shown above 
is proving a popular sales booster among dealers every- 
where. It comprises three trays of best seasoned wood, 
sO ingeniously arranged and constructed as to permit 
the opening and closing of the cabinet in a few sec- 
onds. The cabinet is elaborately finished in rich ma- 
hogany, finely polished and lettered in gold. 




















OrderThis Display CabinetToday When open, it presents an attractive display of the en- 
The No. 400 Hohner Collapsible Display Cab- tire contents of 38 assorted harmonicas. When closed 
inet pictured above contains: it resembles a handsome jewel case, occupies less than 
22 Harmonicas . . retail at 50c a square foot of space, and will enhance the appear- 
6 Harmonicas . . retail at 60c ance of your counter. But more important, it will sell 
10 —ee Lae — hee harmonicas and net you a steady revenue of profit. 
— pf homie ay edn mpage It will pay you to put this Hohner Display Cabinet on 
Your Gain—Over 50% Cash Profit and a your counter and tie your store to Hohnet advertising. 
Handsome Display Cabinet , 
Write us today! 











M. HOHNER, Inc., Dept. 66, 114 East 16th St., New York 


Canadian Address: Hough & Kohler, 468 King Street, W., Toronto 





Ys : 
Fascination a | — = Health 
Inspiration Yi = = = Portability 
Education Y) : —— Ne Durability 
Entertainment by) = f ™ =F Convenience 
Accuracy | My De eR: Popularity 
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Ride-a-Way 





Scoot-a-Way 


Metalcraft | 





Playons 


The Consumer sees 
the difference 


We are especially proud of the finish on 
Metalcraft Playons. The.process is dis- 
tinctly ours, the result of long experiment 
with enamels and methods of handling 
them. 


This is the first thing you note. Then 
the smoothness and balance in design 
looms up. You get the impression of 
symmetry, like looking at a beautifully 
designed car. — 


Then turn to sturdiness. Notice the 
weight of. parts, the rounding of corners, 
the massing of strength at points where 
excessive strain comes. 


Lasting. Durable. Beautiful. Finished. 
And the price is “right,” due to concen- 
tration of production on three items. 


If you haven’t seen samples, write. We 
pioneered the Metallic idea in Playons. 


METALLIC INDUSTRIES, Inc. 


4127 Forest Park Boulevard 


St. Louis Missouri 
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Sings in America Me » 
“The Tresn with the Guarantee Registered US Patent Office 
MINIATURE LROADS 


REDUCED PRICES! 


GRAQGHE American Flyer Mfg. Co. 

) announces a big reduction in 
the prices of “American 
& Flyer” electric and mechan- 
ical trains and 


STRUCTO Hoisting Foys. 








The four millionth = - 
“American Flyer” train 








Vv 





Vv 


ae 


was turned out of our factory last year--- 
a record! ---Even in the face of threatened 
higher prices in labor and materials--- 
we have greatly reduced the prices on 
“American Flyer” trains. 


Now i is the time to Stock-up! 


See our big display at 
the Chicago Toy Fair! 


AMERICAN FLYER MFG. CO. 


2219-39 S. Halsted St., a Chicago, IIl. 
New York Office - Fifth Ave. Bldg. 


General Distributors - STRUCTO Hoisting Toys & Autos 
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NATIONAL 


ALL STEEL 
Juvenile Vehicles 


Watch the eyes of youngsters brighten 














When they see them in your store ! 


NEW day in healthful, happy outdoor play for boys and girls is here— 

and with it comes the National, a new, better type of junior vehicles. 
They are inexpensive—they are sturdy—they are attractive in their bright 
colors. They make the young folks want them on sight—and that’s the real 
sales test. How proud they are to own a National! It brings a thrill of de- 
light to hear other boys and girls exclaim: “There’s a dandy!” when a Na- 
tional goes speeding up the street! 


Dealers know the sales value of youthful enthusiasm. Here, then, is a fine 
offering of master playthings, splendidly built, at popular prices, that will 
appeal to every child—and every parent—in your territory. 





National Coaster 





National Scooter 


THE NATIONAL ALL STEEL SCOOTER THE NATIONAL ALL STEEL COASTER 


One inch rubber tires, roller bearings, a large roomy box, 


One-inch rubber tires, ball bearings, durable mud on gy a ot welded Setiow gelled strip around corners 
guards, handy stand and stand lock, a non-slip foot to tear clothing or injure the child. The handle is of con- 
rest and a strong, easily controlled steering mech- ee Lj — on onaeis. MEA. Fig ¥ 2 
anism, with a wide, easy-grip handle. FURNISHED support for king bolt and handle, affording rigid, flexible steer- 
IN FOUR ATTRACTIVE COLOR COMBINATIONS. COMBINATIONSO SHED IN TWO ATTRACTIVE COLOR 
There’s a Demand for the National COLOR 
| COMBINATIONS 





COASTER 
No. 101—Red Box—Yellow Wheels 
and Red Hub Cap. 


No. 102—Blue Box—Yellow Wheels 
and Blue Hub Cap. 


SCOOTER 
No. 500, Blue Frame, Red Foot Tread, 
Yellow Wheels. 
No. 501, Blue Frame, Yellow Wheels. 
No. 502, Blue Frame, Grey Wheels. 
C \ i, No. 503, Blue Frame, Red Foot Tread 
SSeS toed Jf Red Wheels. 


Packed two in a carton. 




















Manufactured By 


National Juvenile Vehicle Co. 
3860 E. 91st Street Cleveland, O. 
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Sarl (ilS year marks the Twenty-fifth 
7. & Anniversary of The Lionel Cor- 
Z| poration. 





We extend our sincerest thanks 
to our patrons who have contributed so 
largely to our success, and who make us 
proud of our achievement in perfecting the 
line of Model Electric Trains and Railroad 
Accessories recognized as “Standard of the 


World.” 


This, our Silver Jubilee Year, will be made 
memorable by our new line, pre-eminently 
the finest ever produced, representing the 
culmination of experience gained through 
concentrated effort on one specialized product 
for a quarter of a century. 














SS 








Literature and descriptive matter of the mar- 
velous new 1925 line will be ready for mailing 
in the near future. Samples are on display 
at our permanent Toy Fair, occupying the 
entire sixth floor at 48-50-52 East 21st Street, 
New York City. 
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STANDARD OF THE WORLD SINCE 1900 


[IONEL™!° TRAINS 


_“MULTIVOLT “ TRANSFORMERS 
















































































PLAAPAPAOPALAALASSAASASASASSS ADS A SSA SAA SSAA AISA ASD AA AAA AA dSSS AAAS AAA ASS SA Ad 














HARDWARE AGE March 12, 1925 





Consumer’s Price 
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BEE-VAC 
Electric Iron 


maker for the 
Con- 
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The Janesville 
Sturdy Steel 
Coaster Wagon 





Meet the new member of the 
Janesville Family—an all steel ° 
wagon of special body design 
with steel running gear and 
chassis. 


Easy to run, easy to sell and 
indestructible. 





JOBBERS: Write or wire for samples. 


Janesville Products Co., Janesville, Wisconsin 
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avsortments 
Bulld summer 





sales 


[ FVELOPED from an analysis ot past sales 
records, these eleven tested children’s 

vehicle assortments enable dealers to receive 

real profits from spring and summer sales. 





Among these assortments is one to exactly 
fit your requirements, ready tor shipment to 
your store. Though varying in cost each 
group of these strong, attractive children’s 
vehicles possesses extraordinary sales possi- 
bilities. 

As your stock of Toddler Toys diminishes, 
fill-ins will be shipped by fast package cars in 
response to your orders. Quantities as low 
as two of each vehicle may be purchased, 
making it possible to carry a complete assort- 
ment on a small investment 


The coupon below will quickly bring assort- 
ment plan information you can profitably use 


this spring and summer. Mark and mail it_ 


Toedicr, 


Information Coupon 


now. 











oe Gentlemen: ae 
Send me complete information on the Toddler Toy assort 
ment plan, and a copy of the new 1925 color catolog. 
I Firm 
Address 
Buyer 
= , a - 





Gould Manufacturing Company 


ESTABLISHED 1867 


3021 Indiana Avenue Oshkosh, Wisconsin 
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The Man Behind the Counter 
is the Man Behind the Gun~ 


“T)EHIND the Gun’’—that’s 

the idea. Behind the 
Colt—tthat’s a better idea 
for the fellow who is out 
to make sales. 








Colt Revolvers and Automatic Pistols 
are mighty easy, satisfactory selling 
items for the man who knows fire arms, 


Of course it takes some effort and 
study on your part. But nothing worth 
while comes too easy. 


The first essential of successful selling 
is ability to demonstrate your product 
intelligently. And that ability is what 
makes the difference 
in results—and sal- 
ary—between the 
salesman and the 
order-taker. 


There’s a lot of fine 
descriptive litera- 
ture prepared for the purpose of 
making Colt ‘‘salesmen.’’ There’s no 
charge for it. If you’re ambitious to 
‘rocket your sales, drop a hint to the 
men who make Colts. They’ll take the 
hint. Just address them like this— 








COLT’S PATENT FIRE ARMS MFG. CO. 
HARTFORD, CONN. 


or 


Phil. B. Bekeart Co. 








Pacific Coast Representative 
717 Market St. 
San Francisco, Calif. 





THE ARM OF LAW AND ORDER 
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HESE are the Burke “sig- 


natures.”’ 


They proclaim the 
high quality of the materials used, 
the skill of Burke club-making 
artisans, the Burke pride in the 
perfection of its work. 


They mark the club as genuine 
Burke-made. Don’t sell “a pig in 
a poke!” Guaranty of lasting club 
service is your customers’ when 
they buy clubs bearing any of these 
brand marks. Let your customers 
“check up” on them when they 
buy—and, on your part, use these - 
signatures of quality as effective 


sales arguments. 


If you are not yet offering 
Burke Clubs, write for catalog, 
prices, etc. 


THE BURKE GOLF CoO. 
Newark, Ohio 





PRIZE 


BURKE 


“LUBS ‘BAGS: BALIs 
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No. 70 j 
Visible Loader j 






No. 11 
Stevens Junior 


AT 


STEVENS 
RIFLES 


During the spring months the 
sale of .22 caliber rifles is an im- 
portant item in the hardware 
and sporting goods store. Your 
customers will demand rifles 
that are accurate, sure to operate 
—well finished and priced right. 

Here are two fast selling 
Stevens models: — 


No. 70 Visible Loader 


A .22 caliber repeater to retail 
at $15.00, Shoots .22 short, .22 
long or .22 long rifle cartridges. 
Has improved action that will 
positively function over years 
of hard usage. 


No. 11 Stevens Junior 


A .22 caliber Single Shot Rifle 
to retail at $4.50. A fine fin- 
ished rifle with safe, sturdy 
action. Barrel is rifled in 
same manner as all higher 
priced Stevens rifles and that 
means accuracy. 


New Products 


The’ famous model 35 Stevens 
Tip-Up pistol has been chambered 
for .410 shotgun shells. It’s a real 
shotgun for a holster. 


Retail Price, $13.25 


Remember Stevens firearms are 


supported by an extensive national 
advertising campaign and are fully 
guaranteed 








J. STEVENS ARMS COMPANY 
Chicopee Falls, Mass. 


STEVENS 


61st Year — The Largest Manufacturers of 
Shotguns in the World 





J. STEVENS ARMS CoO. | 
Dept. No. 318 Chicopee Falls, Mass. 


Send your new interesting catalogue on | 
Stevens firearms to: 


Name 
Street 


City_ State 
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Tents and Tarpaulins 


For Every Purpose for the 


ROAD BUILDER 
CONSTRUCTION ENGINEER 
INDUSTRIAL CONTRACTOR 


WALL TENTS, TARPAULINS, STABLE 
TENTS, MULE FLYS, ALSO AWNINGS FOR 
STORES OR RESIDENCES AND CANVAS 
SPECIALTIES. 


Made to suit your own specification from the best 
materials. Every job guaranteed or your money back. 


ATLANTA TENT & AWNING COMPANY 
East Point, Ga. 
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The Famous 


r g) 
Hin | wl 
. “CHICAGO” 
RUBBER TIRED SKATES 


—noiseless, shock-proof, smooth run- 
ning, free from slippage, built for 
speed. Sell on first showing. Quick 
turnover. Liberal profit. Carried by 
foremost jobbers. We want you to 
take advantage of our national adver- 
tising. It helps your sales. Every- 
body wants these skates. If your job- 
ber cannot supply you send us your 
name and address and we will arrange 
to have you taken care of immediately. 


CHICAGO ROLLER SKATE COMPANY 
4458 W. Lake St. Chicago, Ill. 
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Imitated = 
: — Wallon Size 
) in oer “Sars 
) but NOT 2x, 5 
e $5.50 in the 
Quality far West 


Don't let anybody tell you his jar—simply 
because it’s green in direct imitation of 
an Adladdin—is ‘‘just like’’ or ‘‘as good 
as’’ or better than’’ the Aladdin. They 
may copy the color but they don’t dupli- 
cate the quality-—it’s the old story of 
imitations. 119 patent claims recently 
allowed on Aladdins—the original and 
largest selling large thermal jars, and 
the only jars really advertised. Con- 
centrate on the genuine—there’ll be a 
big call for Aladdins this year. Order 
early! 







A Hot nerd sid ; 
i . . . . 
— aaa Aladdin Industries, Inc. 
3 Dept. P, Chicago 
All leading jobbers. 


‘*‘Deluxe’’ Aladdin models 
in combination polished 
aluminum and ebony, 
lined with heavy oven- 
ware glass. Gal. size, 
$8.56; 3 @., $7.56. 
, 50c. more in far west. 
Silvered glass stopoer—sturdy ! Drinking cup-cap All jars $2.50 more (at 
sanitary of heavy aluminum retail) in Canada. 
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**Jhe BOY Builder” 


Architectural Outfit 


Will Be at the Toy Fair 


Rooms 507-509, Bush Sales Bldg. 
130 W. 42nd St., New York 


SCOTT MFG. CO. 
1701 W. 74th St., Chicago 


Eastern Office: 130 W. 4ind St., New York 


' Bileez | 


i 
| THE TOY | 
THAT DUPLICATES REAL BUILDINGS 


Res “2r t 
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[_ |) FEN RY DISPLAY BACKS fo | 
For Children’s Vehicles 


If your salespeople can wait 
upon 3 times as many customers, 
shouldn’t they sell twice as much 
merchandise ? 
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Write for particulars. 
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O HENRY DISPLAY 

U RACKS 

R are not simply fixtures, they 

are -sales increasers. 
“ The New X Line : 
Keeps Every Vehicle Off the 

A Floor. : L 
C Prices as low as $12.00 F 

E S 
1 











= C.P. HENRY CO. AUBURN, N.Y. lio : 


|) New! «Sandy Andy” 


<2 


Nay/ See Saw- 
a The newest member of the line of “Sandy Andy” Toys 
yy 
4 











and Games. Interesting in action and offers unusual 
value at its popular price. Decorated in pink, blue and 
orange, with black silhouette designs; attractive colors 
for summer-time sales. Toy stands 9 inches high. 


\4 





' 
| 







This is but one of a large line of 
“Sandy Andy” Toys and Games, every 
- item of which is a money-maker for 
Hardware Stores. Send a card for 
Catalog No. 3 showing the full line. 


WOLVERINE 


SUPPLY & MFG. CO. 


Factory at Pittsburgh, Pa. 


New York Office: 
200 Fifth Ave. 


Room 406 Gramercy 3453 
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Mlarlin 


Famous for Accuracy 
and Hard Hitting 





Best Selling .22 Repeaters é 









‘ ‘ SE = 





; 

Your common, every-day customer—who makes the 
.22 rifle the big seller in firearms—wants the Marlin 

37. Most gun for his money. 

Stock Marlin 37s now—hammerless 38s and lever- 
action 39s for those who will pay more. World’s best 
line of .22 repeaters. 

Leading jobbers. Write for catalog, prices. 


The MARLIN FIREARMS COMPANY 145 Willow Street, New Haven, Conn. 


Model 37 Rifle: The only .22 caliber slide- 
action repeater that fires 25 shots from one 
loading. 

















Bells and Bell Toy 


For 
HARDWARE, SADDLERY 
and TOY TRADE 


Also for the manufacturers of 
Electrical Bells, Telephones, 
Clocks, Recorders, Registers, 
Typewriters, etc., etc. Special 
sizes made to order. 


The N. N. HILL BRASS CO. 
East Hampton, Conn. 


f \ 
KoKoMo Skates 
For Spring! 





As surely as the robins come, youngsters turn to 
roller skating in the springtime. 


They know the quality of KoKoMo Skates and 
like them. If you have KoKoMos in stock, profits 
will come with the robins. 








KoKoMo Skates, with their truss frame construc- 
tion, “rocking chair” movement and new self- 
contained ball-bearing wheels, are the best “buy” 
on the market. They 
are easily distin- - 
guished by the RED “™ 
DISC around the 
hub. 








And again— 








Write today for in- 
formation on _ the 


KoKoMo RED DISC 


We also manufacture the famous 
KoKoMo Extension Ice Skate and 
a quality line of toys and games. 
. Ask your jobber for KoKoMo Prod- 
line. ucts, 


Kokomo Stamped Metal Co. 


Kokomo, Indiana 











\KeKemMoy 





Northland Skis 


go over big. Every year their 
popularity grows because of 
superior quality and unusual 
dependability. Northlands are 
nationally advertised, and na- 
tional contest winners. Look 
for the deer-head trademark. 
Catalog and price 
list on request. 











— 


NORTHLAND SKI MFG. CO. 


World’s Largest Ski Manufacturers 


22 Merriam Park St. Paul, Minn. 











Get The Fighting Spirit 


Your business paper—HARDWARE AGE—brings to you each week 


the latest selling hints. 


We realize that “inspiration” and “deter- 


mination” are just as essential to business success as is ability. 


Get in the habit of reading your trade paper carefully from cover 
to cover each week; get the fighting spirit it instills and your books 
will show a better balance at the close of 1925. 

e 
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The Popular Windsor Radio Console 
With its Own Loudspeaker—Concealed! Price, including 
unit and inbuilt horn, $40 








Here is the contribution to Radio that MOTHER has so _ iy ‘tas been joyfully received into thousands. of homer 

° ° ° and a milli omes still need its rly aid. a 
patiently awaited. And every prideful housekeeper. For < ‘Si designed ter everyone's use—ter 
e — it accommodates any outfit. 
it restores LAW and ORDER to the living room. It appeals to all classes—for it 
is areal piece of furniture. 


Th The en ~ gpa how y oe —_ 
1 ° aa Vay rovides ample space for e 
A stunning console that accommodates ALL your radio | | : 


safe storage of any home out- 
fit. “Out of the way and out 


~*, 


equipment. Your set goes on top. The rest of youroutfit— |; = | of view—but readily accessible 


when wanted. From the front 
you can see only an attractive 
piece of furniture—such as would 
be bought as quickly for itsbeauty 
as for its tremendous usefulness. 


is CONCEALED. No more clutter of equipment to clash 
with the surroundings. 











. , Not even the artistic grill that 
Batteries need no longer scrape polished baseboards, nor  <onscals the soundbox hints of 
exterior, designed and finished 


endanger handsome rugs. There’sa place INSIDE forthe With the care which has charac- 


terized Windsor furniture forty 


largest A and B wet batteries required for any home radio years. Strong and sturdy, too. 


a : There is no wobble or waver to 

set, and plenty of room for a big charging outfit, too. Se ane ae 
long, 18 in. deep, 29 in. high. 

Finish, mahogany or walnut. 


What about the HORN? Out of sight and out of mind! . Write for proposition 
This clever console has its own loudspeaker horn, inbuilt, 
of resonant wood, which does not mutilate the tone as 
does any harsher material. With a unit selected without 
prejudice or preference from a score of makes. Phono- 
graphs no longer have unsightly horns. The horn is now Loudspeaker Console 
retired in home radio reception. Equally welcome should 1434 Carroll Ave., Chicoge 
be the news that artistic appointments of the drawing 
room need not be set at naught by a litter of 
apparatus. 

















Your dealer has this console, finished in mahogany or 
walnut. The 38 x 18 top takes any set—with elbow room 
in front—knee space beneath—room for all else inside. 
Substantially built and beautifully finished; the product 
of an old and respected furniture maker. And only $40, 
loudspeaker included! (West of Rockies, it’s $42.50.) Full 
description and name of nearest dealer on request. 


Pat. Nov. 18, 1924 
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PYREYX 


March lst to June Ist 


If you're a PYREX Ovenware dealer— 


If you have a clever PYREX window stunt rolling around 
in the back of your head— 





If you put it into your window during March, April and 
May— | 

If you send us a photograph— 

If it’s one of the 125 best you'll get part of the 


$1500 IN PRIZE MONEY! 


And added to that—your PYREX window will draw women into your store every day. 
Women who come in to buy PYREX—and women who buy other lines at the same time. So 
you'll put prize money into your pocket both ways! 

If your store is in a small town—you will compete only with dealers in towns of approxi- 
mately the same size. If in a large town—you will compete with large-town dealers. Prizes will 
be awarded in each group. All: towns are grouped in five divisions, according to population. 


Every PYREX dealer has an even chance. 


The Contest Will Be Judged by 


MR. LLEW SOULE, Editor Hardware Age, New York City 
MR. RIVERS PETERSON, Editor Hardware Retailer, Indianapolis, Ind. 
MR. ROY SOULE, Editor Hardware Dealers’ Magazine, New York City 


The announced decision must be recognized as final. Photographs will be judged and prizes awarded promptly 
after the contest closes. Checks will be mailed promptly to the successful entries. 


RULES OF THE a 











. Contest is restricted to those dealers who had 
PY REX in stock or on order at the time of the 
first announcement of the contest. 


. Length of Contest: March Ist to June Ist, 1925. 
Contestants may send in as many entries as 
they like. The three months’ duration of the 
cantest will enable you to enter more than one 
window, thereby increasing your chance to win 
a prize. 


. Contestants must submit photographs of their 
windows. Photographs should be sent in 
promptly and not held up until the end of the 
contest. Each photograph should have the 
name and address of the dealer on the back 
and is to become our property. Mail pho- 





esawephe to the PYREX SALES DIVISION, 
CORNING GLASS WORKS, Corning, N. Y. 


. Contestants are not restricted to an entire win- 


dow displaying PYREX. Other merchandise 
may be displayed as well. The judges will ren- 
der their decision on the basis of originality, 
merchandising and display value of the PYREX 
displays. 


. Incase of ties the prize tied for will be awarded 


to each tying contestant. 


. Any kind of a photograph will be accepted, but 


contestants should endeavor to secure clear re- 
productions. 


. Photographs must be received in Corning on or 


before June 10th. 


PLAY 
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HOW THE PRIZES WILL BE DISTRIBUTED 











GROUP 1 GROUP 2 
Dealers in towns up to 5,000 Dealers in towns between 
Population. 3,000 and 10,000 

lst Prize $100.00 lst Prize $100.00 

2nd Prize 50.00 2nd Prize 50.00 

3rd Prize 25.00 3rd Prize 25.00 

4th Prize 15.00 4th Prize 15.00 

5th Prize 10.00 5th Prize 10.00 

Also Also 
20 Prizes $5.00 Each 20 Prizes $5.00 Each 
GROUP 3 GROUP 4 GROUP 5 
Dealers in towns between Dealers in towns between Dealers in towns over 50,000 
10,000 and 25,000 25,000 and 50,000 - Population. 
Population. Population. ist Prize $100.00 

Ist Prize $100.00 | 1st Prize $100.00 | 2nd Prize 50.00 
2nd Prize 50.00 | 2nd Prize 50.00 | 3+q Prize 25.00 
3rd Prize 25.00 | 3rd Prize 25.00 Atte: Ditloe 15.00 
4th Prize 15.00 | 4th Prize 15.00 Sets. Bihee 10.00 
5th Prize 10.00 | 5th Prize 10.00 de ' 

Also Also sO 
20 Prizes $5.00 Each | 20 Prizes $5.00 Each | 20 Prizes $5.00 Each 














Right now, during March, April and May—months when: .women 
are replenishing household equipment, when thousands of gifts are 
being bought for the season’s weddings, when the housecleaning pro- 
gram is on and new household merchandise of all descriptions is being 
purchased — is the time to put PYREX to the foreground.in your 
windows. 











And you have the added incentive of the handsome cash prizes being offered in this Anniversary 
Window Contest. 


PYREX Sales Division 


CORNING GLASS WORKS 
CORNING, N. Y., U. S. A. 


Originators and Patentees of Oven Glassware 


CONTEST 
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Saunders Norvell’s book, published by Hardware 
Age, devotes much attention to new stocks, revised 
stock and the stock problem. Its treatment of this 
subject is clear and helpful. It includes some of the 
finest fundamental information that has ever been 
available for you hardware men. And as a hard- 
ware man, whether young or full of experience, you 
will welcome the sound value and seasoned knowl- 
edge that Mr. Norvell has put into the chapters of 
“FORTY YEARS OF HARDWARE.” 


In building up an old established store or a new 
retail business, stock is the foundation of the busi- 
ness. In such an important matter, the wise mer- 
chant seeks the advice and experience of able men. 











ae 


Slow 
. Ty mn Ee 
i a ey :' 
im ty ” - ’ 

2) wee, ea 


£* os, 
. * ~ 
Bea 


Pe». 


Py 

xt PEt * 
PBF ae 

eet A, 

pala 0 3 
hf 
ae ae 
: ex 
oes ee 
Pet 
Cig? 
ree 


ye 
* 


abe oo 
: 





* 


Throughout this interesting chronicle of the 
hardware business there is the solution of many 
merchandising problems and suggestions that 
should be read by every merchant before buying 
stock. His advice and assistance will point out 
many of the things to avoid in this first important 
step. 


Woven into these practical considerations are 
traditions of ourown country. Mr. Norvell graph- 
ically takes you back to pioneer days—describes 
conditions and introduces you to men who have 
helped in the making of the hardware business. 











If you contemplate opening a new store or intend 
to clean out old stock for new, be guided by expert 
opinion. Read Norvell’s “Forty Years of Hard- 
ware’! If you would enjoy an instructive review 
of your own business and spend hours of pleasant 
and profitable reading, “Forty Years of Hardware” 
should be in your library! 





Orders have been filled for several hundred copies ranging 
from single volumes up to as many as fifty from one concern. 


Do not run the risk of wanting Norvell’s information and 
hours of reading and not ag your copy. This book is 
good for years to come! GET IT! 


$3.00 per COPY ORDER AT ONCE 


It stands alone—the most intensely human chronicle of the 
hardware business ever written. 


HARDWARE AGE, 239 West 39th Street, NEW YORK 
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This New 
Sales Board 
Sells Tools 


It displays the Four-Square 
line in one prominent group. 
It attracts attention, and 
makes selection easy and 
convenient. 


of 
STANLEY 
ae 


& & : 
FOUR-SQUARE TOOLS | } 
HOUSEHOLD USES | 










Use it as a floor display, a 
panel board hinged in front 
of your shelving, suspended 
Aa metal and wood from hooks, or as part of any 
Overall height 50% : inal 
Width 2854" window display. 






Write for further informa- 
tion. 


STANLEY, New Britain, Conn., U.S.A. 


New York Chicago - 
San Francisco Los Angeles Seattle 


STANLEY 


FOUR-SQUARE FOUSEHOLD IOOLS 
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Reason No. 
JorFerfection Dealer Profits 


Years of leadership, years of advertising dominance 
and millions of present satisfied users have given 
Perfection its rightful position as the oil stove 
standard of the world. 















Perfection stoves are easier to sell because of this 
consumer confidence. The satisfactory service they 
have given to women everywhere for years has 
been passed on by word to mouth, and is making 
many new prospects for Perfection Oil Stoves in 
every community, every year. 


Perfection dealers, the country over, recognize 
this universal confidence as an important asset to 
their oil stove business. 


With the seven other reasons listed 
below it makes a Perfection dealership 
the most profitable oil stove connection. 


| The 100% Complete Oil 6 The Line of Greatest 


e Stove Line. Long chimney and * Yearly Profit. Rapid 
short chimney stoves in all sizes and turnover of small stocks : the 
prices—also cabinets, ovens, broilers low cost of selling a uni- 
and toasters,—all made by one big versally accepted line; and 
square-dealing manufacturer—satis- Perfection’s complete free- 
fy every demand. dom from service expense, 

> The Line That Sells the unite to give big profits. 
«é@ Year Around. Because of their ~— ° ° 
bigger, faster burners, ample sizeand | . The Line That Satis- 


fies Consumers. Be- 
cause of their quick lighting, 


modern conveniences, these ‘grown 

up’ *Perfections—which satisfy every 

cooking need—aere in deman fast cooking, cleanliness, ap- 

throughout the year. pearance, reliability and long 

5 The Best Advertised Oil life, more than half of all the 

* Stove Line. Perfection advertis- + mii es Nara Perfec- 
ing supports the selling effort of . 


Perfection dealers every month in the ° 
year. It is far greater than the adver- ~ The Line of Complete 


tising effort on any other oil stove. * Dealer Cooperation. 
~ The Line of Fastest Turn- Our salesmen help you dem- 
“we aa ot onstrate. Special service 
over. Dealers can turn Perfec- men are at your command. 
tion stocks from 4 to 12 times a year. All parts are replaceable — 
24 hour shipping service from con- complete repair stocks at 
venient warchouses enables them to every warehouse. Numerous 
do a large business with small stocks. dealer selling helps, free. 








PERFECTION 


Oil Cook Stoves and Ovens 
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Everywhere 


Read this Testimony 
of Perfection Acceptance Everywhere 
















“I take this opportunity of telling you how well 
pleased I am with my Perfection Oil Cook Stove. 
I think it is the best stove on the market and I can 
count 8 stoves that have been bought on my 
recommendation.” 


Mrs. J. W. Rust, Willow Springs, Ill. 


“ « * 


“For the past twelve years we have handled the 
Perfection Oil Cook Stoves and Ovens also Per- 
fection Heaters. 


We have been highly pleased with the satisfactory 
results secured by our customers. The ovens used 
with your Perfection Oil Cook Stoves have given 
particularly good results. 


We have never deemed it good policy to experiment 
with any of the various other types of oil stoves, 
believing that the Perfection has no superior.” 


Romidser Furniture Co., Winston-Salem, N. C. 


“‘I think yours is the greatest oil stove on earth. I 
have sold lots of them and always know that the 
buyer will be well satisfied.” 


J. S. Radford, Newbern, Tenn. 


Every oil stove dealer should have the 1925 Perfection 
dealer catalog which shows every item in this ‘‘Uni- 
versally Accepted” line. Write for your copy today. 


THE CLEVELAND METAL PRODUCTs Co. 
7515 Platt Avenue Cleveland, Ohio 
In Canada, the Perfection Stove Company, Ltd., Sarnia, Ontario 
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Oil Cook Stoves and Ovens 
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How we sell Sharpits every 


“Our method is to prominently display Sharpits 


Here is a typical example of what retailers 
are doing with the Dazey Sharpit—that 
entirely different sharpener that is far more 
than a knife sharpener. Let Mr. Green tell 
you in his own words: 


icf seat bas 
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near our knives and scissors. Whenever show- 
ing customers knives and scissors, we ask them 
if they have a satisfactory means of sharpen- 
ing knives and scissors in the home. Usually, 
we receive a negative answer, which at once 
leads to a demonstration. 


We are thoroughly convinced that there 1s a 
big field for the Dazey Sharpit. Bear in mind 
that'every customer 1s a prospect. Our sales- 
men are very enthusiastic with the merits of 
this product. They realize its possibilities.”’ 


Horace W. Green & Sons Hdwe. Co., 
Long Beach, Calif. 


Some dealers by following this simple method have 
averaged 5 to 15 Sharpits every day for months, 
and still going strong. 


Is there any other item in your stock now that pays 
such a profit that sells like this? If you haven’t 


. stocked Dazey Sharpits, why miss out on the sales 


and profits that you can make with them? 
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Why Sharpits sell fast 


Just the minute you see how Sharpit is made and 
what it sharpens, you will know why it sells like 
“sixty.” Entirely different from an ordinary knife 
sharpener. 


It puts an edge on practically anything. It handles 
the hardest steel as well as soft steel edges. It 
sharpens any kind of blade—single, double, beveled, 
big or little. 


The whole construction of Sharpit is entirely dif- 
ferent from any other sharpener in every way. There 
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Get this trial box—NOW! 


Sharpit is packed in small quantities of 
six to a trial display carton, to give you a 
chance to prove to yourself that it is just 
what people want and what they will buy. 
Mail this trial order coupon today, giving the 
name of your jobber. 


DAZEY CHURN & MFG.CO., ST. LOUIS, U.S.A. | 


Sharpit is made by the makers of Dazey 
Churns. Every retailer in the country knows 
about the high quality and ready sale of 
Dazey Churns.TheSharpit has the same high 
quality—made by the same firm. And like 
the Dazey Churn, it is always sold only 
through the jobber and retailer. 


TRIAL ORDER for SIX 


Fill out and mail this display carton order 
today and prove how fast Sharpit sells. 


Store Name 


Address 


To Dazey Churn & Mfg. Co. a ay en ae 

4301 Warne Ave., St. Louis, Mo. ; 
Gentlemen: Please ship us one 
self-selling display carton of 
Six Sharpits, at the price of Six 
($6) Dollars for Six, F. O. B. 
jobber’s warehouse or St. Louis. 
Retail price, $1.50 each. 


are two grinding wheels — twin wheels. These 
wheels are beveled to a fine edge where they meet. 


You simply rest the blade in the groove and turn 
and it sharpens both sides of the blade at one time. 
The sharpening of single beveled edges such as scis- 
sors is made quick and easy by the bevel guide on 
the side. 


When you see a Dazéy Sharpit, you will recognize 
the best sharpener and the best selling proposition 
you have ever had. 
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Bill us through (Jobber’s Name)............... 
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FOSTER 


Our New Mahogany Finish Parlor Heater 
With Self-Cleaning Fire Pot 


Intense radiation plus ample circula- 
tion are the outstanding features of 
this beautiful heater. The fire bowl is 
larger in diameter at the bottom than 
at the top. This causes the ashes to 
fall away from the fire bowl and 
leaves a clean surface to absorb the 
heat from the fire and radiate it into 
the extra large circulating outer cham- 
ber. The fire bow! being largest at the 
bottom allows room for ample space 
between it and the grate. 
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Through this space the ashes that 
in the ordinary construction lodge 
against the fire bowl now drop away 
from it directly into the ash pan which 
is extra large on account of the shape 


of the fire bowl. : 





Through this same space the air rises freely As the fire bowl tapers in toward the top 








and causes combustion next to the clean sur- 
face of the fire bowl all the way around, thus 
securing the maximum of heat radiation from 
the fuel consumed instead of having it ob- 
structed by the dead ashes that in the ordinary 
construction lodge against the sides. Ample 
space for the admission of air at the bottom of 
the circulating passage is provided. 


the circulation air passage becomes correspond- 
ingly larger and permits the free and unob- 
structed circulation of warm air before it can 
become overheated. This rapid circulation 
keeps the outer casing comparatively cool and 
there is no danger of blistering the adjacent 
furniture. 


This heater finished in rich grained mahogany will appeal to the discrimi- 


nating housewife. 


The agency, therefore, will prove to be a valuable asset. Secure it promptly. 


The Foster Stove Co. 


Ironton, Ohio 


Makers of ‘THE FOSTER LINE” 
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Never in the history of centrifugal 
cream separators has there been a ma- 
chine equal to the De Laval. Each modelt 
has, in its day, been far ahead of all other 
machines in skimming efficiency, ease of operation 
and superior durability. 

The present model De Laval is the crowning 
achievement of all. It has the wonderful new self- 
centering bowl which runs smoother and easier, 
eliminating vibration and thus making it skim 
better, run easier and last longer. 

The new De Laval produces a richer, smoother, 
higher-testing cream—and more of it too. 

And never has there been a greater need for and 
opportunity to sell De Laval Separators than now. 
If we are not adequately represented in your com- 
munity, get in touch with us. 


The De Laval Milker Aa 7 
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The De Laval Milker is meeting with remark- 
able success. There are now more than 25,000 in 
use and the number is increasing rapidly. It is 
eliminating hand milking just as surely as the De 
Laval Separator did hand skimming. If you have 
not already investigated this wonderful labor- 
saving machine, we suggest you do so, as it offers 
great sales possibilities. 














The De Laval Separator Company 


New York Chicago San Francisco 
165 Broadway 29 E. Madison St. 61 Beale St. 


See and Try a D < Laval 
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A Nationally Organized 
Hardware Trade Undertaking 


“It is no experiment. And now that its super-quality is so generally 
recognized, it is produced in quantities that effect 
new economies and permit a Nationally Organ- 
ized Hardware Trade Undertaking backed by 


National Advertising of tremendous scope and 
The business has been growing steadily for effectiveness. 

twelve years without other stimulation than the : 

quality of the tire itself and the service it gives. That phase of the development is new —and 


it is that phase that greatly enlarges your oppor- 
There has always been a very sound reason tynity to do a big tire business. 


why The Mansfield Tire is a better tire that gives 
better service and longer wear—low-cost distri- Hardware Retailers must make more 
bution by Hardware Jobbers. money.” 


THE MANSFIELD TIRE ©@ RUBBER COMPANY, MANSFIELD, OHIO 


Tire Manufacturers Extraordinary to the Hardware Trade 


MANSFIELD 





Over 15,000 Hardware Retailers are selling 
Mansfield Tires and many of these have been 
selling them for years. 
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You Bet! 
McKays Sell 


It’s the name that turns the trick. “McKay” means tough, 
long wearing tire chains and sturdy good looking bumpers. It 
means protection for the motorist and protection for the car. 
That’s why McKays sell, sell quickly, sell steadily and sell 
profitably. 

McKay Tire Chains now “have the call” with motorists 
everywhere. Their toughness, their hardness, their brute 
strength have been sold by months and miles of actual use. 


McKay Shurout Chains have helped many a motorist out 
of mud holes and through ruts. Buckled together they have 
towed manyabrokendown car. They have met the emergency! 
That’s why they sell. 

McKay Red Bead Bumpers have sold themselves by the 
beauty of their design and by the great resistance to shock that 
has been built into their patent bead ends and sturdy fittings. 
They have given the motorist full bumper protection and the 
greatest beauty at the same time. 

There’s profit for you in the McKay Line. Write today for 
the whole story. 


UNITED STATES CHAIN & FORGING COMPANY 
UNION TRUST BLDG., PITTSBURGH, PA. 
Makers of McKay Tire Chains, McKay Shurout Chains, 
McKay Ready Repair Links, McKay Bumpers. 
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McKAY SHUROUT CHAINS 
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The McKay Standard Twin Bar 














The McKay Perfection 


E* 41—3 


The McKay Standard Triple Bar 
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The McKay Imperial 


McKAY 1:345 BUMPERS 
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ae MASBACK | 





Shows The Net Price Instantly on 30,000 Items ~ 


March 12, 1925 
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In this handy looseleaf, indexed binder are the net prices on 
30,000 items of hardware—each item described in our catalog 
and carried in stock ready for immediate shipment. 


No lists to worry about—no discounts to figure—no sending 
for information—you simply refer to the catalog—check up on 
the price and know what price to buy at and what price to sell 
at to make a legitimate profit and insure against selling at a loss. 


Quote the Price 
and Hold the Customer 


When a customer asks for a price on an 
article you do not carry in stock, don’t say: 
“We haven’t got it’’—quote the price and 
hold the customer. 


THE MASBACK PRICE SERVICE is 
indispensable at inventory time. It enables 
dealers to take inventory quickly and con- 
veniently without referring to numerous cata- 
logs and other sources of price information. 


It also enables you to order merchandise 
with a knowledge of the price without losing 
time waiting for salesmen who are familiar 
with the line you desire to purchase. 


If Already a Subscriber 
Keep Your Lists Up-to-date 


The best food won’t do a man a particle of 
good, unless he eats it and THE MASBACK 
PRICE SHEETS, which are mailed at regular 
intervals won’t keep you posted unless you 
insert them in the binder when received and 


use them. 


When prices advance this Service enables 
you to change your selling price based on the 
new cost. When prices decline it gives you 
this information. 


Constant reference to THE MASBACK 
PRICE SERVICE assures you of selling 
our merchandise AT A PROFIT at all times. 


Many Far-Away Dealers Subscribe For Comparison Only 


Many dealers remote to the Metropolitan area have found it to their 


advantage to subscribe to THE MASBACK PRICE SERVICE for 


comparison of prices only. 


And the cost is low: $12.00 a year—$1.00 per month—34 cents per day. 


Sent for one month on approval if skeptical. 


at any time. 


Service can be discontinued 
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Send Us Your Mail Orders _ 


We have 27 floors of space, each 
25 ft.x 100 ft., carrying a complete 
stock of every item listed in our 
Catalog No. 48. 


All Mail orders are filled and 
shipped the same day as received. SY 


Distance is no barrier. SG S 
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ECONOMY PLUMBER Drain Pipe Cleaner 


Shipped to You—Freight Prepaid 


4 Cases (36 cans to case) Selling Points! 
1. Absolutely NO FUMES. 


COST you *30” <2. FULL POUND net weight. 
BRINGS you ess.) *5Q% | % The STRONGEST made 














4. HARMLESS to plumbing. 
YOUR r ROF IT $§$ 2()*” S. MONEY-BACK GUARANTEE 














MAIL COUPON TODAY 


OFFER No. 2 (F.O.B. Jobber’s Warehouse) 
2 CASES (36 cans to case) 
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Economy Plumber Co. Nt od keene eee 
COSTS *15°° SELLS *25” PROFIT 398 Broadway, New York 
a Please ship through our Jobber aa —— 
( 36 t se f Economy Plumber Drain Pi 
1 CASE (36 cans to case) a eee , ™ 


COSTS *O° SELES "12" FRO 


. 
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IF YOUR JOBBER CANNOT SUPPLY YOU, 
WRITE US MENTIONING HIS NAME. 





It is understood you will bill 
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at the NEW REDUCED PRICES 
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ALLITH 


Reversible side and 
floor plate hinge 


, —* 
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“ 






Their at- 

tractive finish, 
dependability, 
long life and low price have re- 
sulted in nation-wide demand and 
distribution. 


These highest quality 
spring hinges cannot else- 
where be duplicated and 


the prices are low 


A few reasons why the Allith out- 
wears all other floor hinges: Ball 
bearings support the door and ab- 
sorb the spring thrust—the ball 
race serves as a bushing for the 
frame where it revolves on the 
post—the plunger operating thru 
extra long guides has a rolling- 
sliding action against the roller 
bearings. 


King Take-Apart Adjustable Hinge 


Four types—full and half surface—ball and 
plain tip. Simple, strong all-steel construction 
in attractive design. The spring tension is 
easily and quickly adjusted with a common 
wire nail, and the door taken down by releas- 
ing the spring and withdrawing the pin with- 
out removing any screws or using any tools. 
Tested, oil-tempered springs insure long life. 


Ordinarily when you buy low-priced hinges 





you are fearful of complaints. With the Allith 

and the King you increase your sales without 

spending your time and profits in adjusting 

complaints. 

Let us send you complete details on these 

hinges, as well as on our line of: 

Door Hangers Overhead Carriers 

Garage Door Hardware Rolling Ladders 
Fire Door Hardware 





ALLITH-PROUTY CO., Danville, Illinois 





Representative Jobbers Distribute A-P Hardware throughout the United States 


THE RIGHT HANGER FOR EVERY DOOR 
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| a customer tends to 


lose interest after he 
has selected his locks re- 
mind him that he still has 
the most. important side 
of the door to care for. 











McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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New Buitprvcs 


Volume 115 New York, March 12, 1925 No, Ll 
Another Five Billion Dollar 
o @ , J 
Building Year! 
mytiE year 1925 will be another five billion dollar building year 
se according to the fourth annual survey and forecast of The 
al Architectural Forum, whose estimate predicts that exactly 
$4,992,318,000 will be invested in building programs. In view of 
the fact that three previous forecasts from this source are said to 
have each been within 3 per cent of figures obtained at the close of 
each previous year, that these figures are accurate and that 1925 
offers hardware men great opportunities to sell builder’s hardware 
and building supplies. 

The tabulation below indicates money value of prospective new 
building construction in the United States for the year 1925. It 
covers 19 types of buildings and six geographical divisions. 

BUILDING N. EASTERN N. ATLANTIC S. EASTERN S. WESTERN MIDDLE WESTERN 
TYPES STATES STATES STATES STATES STATES STATES U.S.A. 
Automotive $13,038,000 $37,896,000 $3,381,000 $8,604,000 $53,691,000 $25,848,000 $142,458,000 
Banks 6,939,000 79,770,000 6,255,000 ] 3,79 1,000 46,431,000 16,935,000 170,121,000 
Apartments 39,879,000 284,931,000 19,077,000 28,881,000 163,779,000 42,810,000 579,357,000 
Apartment Hotels 15,030,000 69,270,000 7,275,000 14,670,000 75,165,000 21,945,000 203,355.000 
Clubs Fraternal, ete. 31,020,000 107,028,000 7,455,000 13,689,000 121,317,000 41°283,000 321,792,000 
Community Memoria 7,023,000 24,054,000 765,000 3,765,000 14,454,000 10,971,000 61,032,000 
Churches 22,389,000 106,740,000 16,905,000 37,494,000 150,063,000 39,885,000 373,476,000 
Dwellings 535549) 15,837,000 109,281,000 10,809,000 11,904,000 64,497,000 23,394,000 235,722,000 
Dwellings (428.999 % 9,303,000 36,636,000 6,594,000 5,622,000 31,086,000 ‘12,699,000 101,940,000 
Dwellings 5.403%) 4,710,000 21,717,000 1,620,000 4,635,000 15,036,000 7,812,000 55,530,000 
Hotels 33,615,000 95,874,000 31,710,000 19,035,000 160,824,000 52,635,000 393,693,000 |}, 
Hospitals 13,620,000 88,770,000 4,980,000 17,448,000 61,395,000 42,825,000 229,038,000 
Industrial 37,770,000 115,089,000 7,191,000 13,698,000 178,050,000 40,569,000 392,367,000 
Office Buildings 39,303,000 222,441,000 12,426,000 36,039,000 103,359,000 75,051,000 488,619,000 
Public Buildings 8,103,000 51,981,000 4,911,000 12,666,000 51,510,000 57,930,000 187,101,000 
Schools 79,335,000 263,784,000 27,291,000 51,687,000 229,641,000 75,120,000 726,858,000 
Stores 15,630,000 45.030,000 4,965,000 6,708,000 41,685,000 23,220,000 137,238,000 
Theaters 24,450,000 36,495,000 4,944,000 8,484,000 40,512,000 21,096,000 135,981,000 
Welfare ¥MCA.et 1,353,000 18,417,000 1,305,000 6,171,000 15,096,000 14,298,000 56,640.000 
Nees BU LUE OF — $418,347,000 $1,815,204,000  $179,859,000 $314,991,000 $1,617,591,000  $646,326,000 _ $4,992,318.000 
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How much of this will be spent on hardware? 
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“Main Street” Merchandising 
Methods 


Article No. # on Store Character and Prestige 





HY the use of odd prices‘ Are 39c. 

or $1.49 as convenient as 40c. and 

$1.50 Are odd prices sometimes 
used to convey the impression that they are 
low prices? 

The character of the hardware business is 
that of stability. ‘The public thinks of it as 
one of the Rocks of Gibraltar of trade. 
Commercial storms and tempests form, 
rage and break—the old solid rock is still 
there, with hardly a noticeable scratch. If 
this business was cluttered with .01, .03, .07, 
09 cent prices, it could hardly retain or 
maintain the character and prestige it en- 
joys. These prices seem to belong to 
smaller, more frivolous lines of business, odd 
and job lots. 

While a few hardware merchants. includ- 
ing some very good ones, are using a few odd 
prices, it is doubtful if the use of odd prices 
that seem to be increasing in other lines of 
business will extend to any marked extent 
to the hardware business. : 

The hardware business with its multiplic- 
ity of articles of various sizes does not easily 
lend itself to odd prices. 














While some department and _ general 
stores doing a large business seem to use 
and favor odd prices, the writer has been 
unable to find in any of them a hardware de- 
partment that compares favorably in any 
way with hundreds of hardware stores that 
do not use odd prices. As these stores ap- 
parently have unlimited capital and ex- 
pert knowledge about drawing people to 
their stores, their experience with hardware 
seems to indicate that even if odd prices are : 
low prices and are successful with other ! 
goods they are not successful with hardware. 

The stability of the hardware business is 
built upon good merchandise at fair prices— 
both are essential—prices on daily use mer- 
chandise affects total sales. Hardware mer- 
chants know the value of price impressions 
about stores and are keen to have their prices : 
as low as others competing for the same 
trade. 

Their desire to keep pace with demand : 
may be responsible for odd prices on a few ; 
“daily use items,” but there are only a few 
odd prices or even money prices. 








(Continued on page 129) 
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RADITION makes March and part of April 

a season when kiddies are kept indoors to 

prevent colds, chills, and kindred ailments 
of childhood. It is pretty hard to keep a nor- 
mal healthy child indoors, even if it is raining or 
blustery outside. Toys will do the trick. Games 
will help. Girls will be good and stay indoors 
gladly with a new doll, or furniture for a doll 
house. The older children of course will be at- 
tracted with books. So your toy department 
becomes a real community benefactor early in 
March, and mothers will be mighty well pleased 
to have you call your toy department to their 
attention at this time. It will solve one of their 
biggest problems. 

Hardware dealers in all parts of the country 
tell us that toys may be sold all twelve months 
of the year. At Christmas time sales are heavi- 
est but that doesn’t preclude reasonably good 
business in this line for the other seasons. 

At the present time there is the important 
indoors market. As the weather improves 
there will be a big demand for vehicles, outdoor 


An All-Year Toy Department 
Will Bulid Profits and Prestige 


items and then in the vacation period comes a 
demand for beach toys. 

The Popp Hardware Co., Saginaw, Mich., 
handle toys all year and sells more than $15,000 
worth a year. A few miles south the Chas. H. 
Miller Hardware Co., Flint, Mich., sells about 
$10,000 a year. During the recent holiday rush 
he had sales of $600 in one day and sales of 
$1,000 in one week. . 

To quote Mr. Miller, “When the open air sea- 
son opens you can sell $10 and $15 vehicles as 
easily as 3 for 10 cent mouse traps.” 

Rechlin Hardware Co., Bay City, Mich., sells 
about $15,000 a year in an all year toy depart- 
ment. 

Each of these stores has found toys good all 
year sellers, and finds that there is a definite 
sales appeal on this line for each season of the 
year. A price range and fairly good assortment 
has been another help in the success of these 
stores and their toy sections. Calling the toy 
department “Toyland” has been found to have 
a strong psychological appeal. 
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When a Merchant? Whena 


Consumer? 


HEN a Merchant? When a Con- 

sumer? Your views on this ques- 

tion as given to your readers in your issue 

of Feb. 12. are so sound and _ sensible. 

that we desire to extend the hand of appre- 
ciation. ° 

There is much food for thought here. I 
sometimes think that we, as hardware men, 
have just allowed a system to grow up 
whereby practically every other line of busi- 
ness and many of them presided over by 
some very decent and fair-minded chaps 
who nevertheless think it is entirely proper 
for a fellow to be looked upon as a consumer 
when he is buying his groceries, his shoes, his 
gents furnishings or his automobile or 
amusements and pleasures in general, I say 
most of these other lines expect you to step 
up to the counter or up to the ticket window 
and pay the recognized price for the service 
you enjoy. 

Likewise, I think the hardware fraternity 
has proved its good sportsmanship by doing 
just the very thing. 

On the other side, we have these various 
lines of which you simply use the grocer 
as a type who in many cases looks upon it 
as a sort of uncalled for proceeding for him 
to pay the regular, retail price for anything. 
Not only that but it has crept into the in- 
dustrial class and has affected everybody 
from the purchasing agent and his assistants 
on down to the stenographers, to the office 
boy, the result being that all these other 
people dwell in an atmosphere or develop 
under surroundings that would seem to en- 
title them to a little preferred treatment in 
life. 

Now like yourself, we write this in all 
kindness and yet in all fairness. To my 
humble mind the opinion of the Supreme 
Court in the Mennen case is in a measure 
applicable. In other words it is the nature 
of the selling and not that of the buying 
that classifies the buyer. I think we should 
all be fair enough to agree that when we 
are buying things for our own personal use 
and are neither stocking them nor doing 


Our Readers’ Forum 


anything to either build up the business or 
further the sale of that particular item 
whereby manufacturer, jobber or retailer 
will profit—that we are entitled to look 
upon ourselves as a consumer—which cer- 
tainly carries with it the right to pay the 
consumer price or the regular, retail price. 
There are items in every line that pay a 
little better profit than other items. ‘They 
are necessary to keep the ship afloat. 
Commensurate with the turnover and the 
risk and the foresight and faith required to 
have ready for delivery today a sled (because 
there is no snow on the ground) or an elec- 
tric fan (because old Sol is getting in his 
work), or an oil heater (because of a flood) 
or an oil cooking stove (because of a heated 
spell) —should be the remuneration. 
Pardon the length of this but I wanted 


_ you to know that the articles you wrote are 


observed and I am hopeful that enough of 
retail merchants will read it so that both 
the weak jobber and the easy-going retailer 
will get a sort of an injection that will have 
its effect in stiffening the backbone. Let 
us discontinue a practice that has no justifi- 
cation, absolutely none, aside from pre- 
cedent. 
(Signed) W. KF. KenNeEpy, President, 
Ott-Heiskell Hardware Co., 
Wheeling, W. Va. 





Standardized Trade Catalogs 


EK are deeply interested in the article 
regarding “Standardized Trade 
Catalogs.” 

In my estimation this would be the key 
to combating the so called Mail Order 
House and Peddling Evils whose methods 
of distribution are so far in advance of ours. 

I really think without a doubt it is the 
best article ever published for some time. 

It would mean a circulation running into 
millions of homes where otherwise only 
thousands could be reached through other 
means of advertising. 

As a suggestion, for instance, if a dealer 
has a mailing list, which most have, and 
every week a leaflet were mailed the cus- 
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tomers, including a special on the very same 
item, wouldn’t this stimulate more business‘ 
We trust that we may hear more on 
Standardized Catalogs in your future 
issues. 
(Signed) WiuiiiamM J. WILKE, 
Quality Service Co., 
Baltimore, Md. 





Another Letter on Standardizing 
Trade Catalogs 


SAY Amen to your recent article, en- 
titled, “Standardized Trade Catalogs.” 
Standardize catalogs, price lists, quota- 
tion sheets, certain types of circulars, so 
they can be placed in a binder. 
What a saving of time and time is valu- 
able to the retailer. 
Let the Millennium come. Standardize! 
We read HarpwareE AGE through care- 
fully each week from cover to cover, and 
rely upon it to keep us posted on what’s 
going on in the hardware world. We re- 
gard it as the best in the field. 
(Signed) Water L. NuscHke, 
Louis Nuschke Heirs, 
Austin, Pa. 





On Mr. Norvell’s Articles 


ITH all due respect to your entire 
editorial staff, we always read Mr. 
Norvell’s articles first for we owe a great 
deal to Mr. Norvell, while president of the 
Norvell Shapleigh Hardware Co., for the 
help he gave us weaklings in fighting the 
catalog house proposition at a time when a 
great many of us were really alarmed. We 
thought that perhaps within a short time we 
would have to walk out of business and the 
large per cent of business would be done 
through the catalog channel. Mr. Norvell 
made the statement that we should all study 
our catalogs and whenever we found the 
same article advertised to be sold from the 
catalog house if we would call his attention 
to the items he would sell us the same so we 
could make a profit of 20 per cent and sell 
the goods to the customer at the catalog 
price. And in our case he did that to the 
letter. 
And again I say we owe a great portion 
of our success if indeed we could call it 
success, to Mr. Norvell and such men with 


broader vision than ourselves that helped to 
spur our energy, not only on prices, but in 
many ways and enabled us to still remain 
in the hardware business. We want to say 
to Mr. Norvell that we have read every 
article of his writing published in the Harp- 
WARE AGE and we appreciate them very, 
very much as well as many other editorials 
and articles we read in your publication. 
(Signed) H. S. SMILey, 
Smiley Hardware Co., 
Wheeling, Mo. 





Retailer or Jobber? 


STARTED in the retail hardware busi- 

ness with $775 in 1896. I couldn’t have 
bought the assortment I did from the manu- 
facturers, they wouldn’t have sold 1-4 dozen 
8-inch files; 1-2 dozen axes, 1 hand saw, and 
3 chisels, nails and horse shoes by the 
half keg. Nearly everything I bought was 
broken packages, that is one reason why I 
am so very friendly to the jobbers; and 
now I am wondering if these jobbers who 
made it possible for me to go into business 
are going to become my competitors, and 
put me out of business. Let’s hope not. 
Some of these jobbers are not guilty but 
some are, and they have their reasons. 

If the retail hardware men will not give 
the jobbers a chance to sell them any goods, 
the jobbers must either go out of business, 
sell at retail, or depend on foreign territory 
for their trade. 

It is impractical and unreasonable for the 
retail dealers to depend upon manufac- 
turers to supply them; therefore if the re- 
tailer is to succeed we must have the jobber, 
and if the jobber is to succeed he must have 
the retailer. 

If the retailer will not buy from the job- 
ber, then the jobber must become a retailer 
and sell the consumer; but if the retailer 
does buy of the jobber, and the jobber 
sell his customer, the consumer, the retailer 
is absolutely helpless. He cannot buy in 


quantities from the manufacturer and wait 


on transportation; therefore he can only 
wait like poor Collins in the Cave, for the 
end to come. 
(Signed) Hamp WILLIAMS, 
Hamp Williams Hardware Co., 
Hot Springs, Ark. 
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Are Professional Speakers Killing 
Convention Interest? 


By Hamp Williams 


when we employ public speakers and ora- 

tors who follow the business of entertain- 
ing folks at our hardware conventions? We 
didn’t use to do that. I guess it is because we 
have more money now than we had then; or is 
it because we are running out of material in 
the hardware game? 

I am entertained by the paid entertainers 
at our conventions, same as I am by paid 
writers in some trade journals, who try to tell 
me how to make a success selling hardware at 
retail when they have had no experience them- 
selves whatever. : 

If we ever get to where our hardware jour- 
nals are filled with articles written only by pro- 
fessional writers who have had no experience 
in selling hardware by retail, I will hire some- 
one to read my hardware journals and tell me 
about them later; and when the programs at 
our hardware conventions are filled with trained 


| WONDER if we are doing the right thing 


and paid professional orators to entertain us, I 
will send someone to represent me instead of 
going myself. 

A woman complained that her husband had 
been deceiving her by having his bookkeeper 
answer her over the phone. Someone said: 
“Looks like you would have discovered that it 
was not your husband’s voice.” “Yes,” she 
said, “if I had used the phone myself I would 
have known it, but you see, I had the maid call 
up for me.” 


There are plenty of hardware men in this 
country actively engaged in the hardware busi- 
ness who, if their expenses were paid would 
be glad to attend our conventions and tell us 
their experiences, past anl present; hardware 
men whom we know personally, who have 
failed or succeeded in the business; and who 
can tell us how they succeeded or why they 


(Continued on page 129) 
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Make Uncle Sam Your 
The Collection Letter 


By MarK McGhee 


UST because he owes you money, what 
right have you to tell your customer that 

if he doesn’t come in and pay his bill 
within twenty-four hours that you will garni- 
shee his salary, issue an attachment, or that 
you will put the account in the hands of an 
attorney unless.immediate settlement is made? 
He owes you money and he should pay it. He 
will pay it if you will but ask him in a cour- 
teous way to come in and pay his overdue 
account. A good collection letter is the most 
difficult of all letters to write, and at the same 
time, the most profitable and the best of all 
good will builders ; therefore, the most valuable. 


The Tone 


Be frank and earnest, yet give the proper 
impression of firmness and fairness. Each 
letter should be interesting and tactful, pro- 
gressing in firmness as the series continues. 
{his series should consist of several good 
letters with a personal atmosphere and as many 
paragraphs, any of which can be used inde- 
pendently. Your letters will then be in har- 
mony and will appear as personally dictated 
letters rather than form letters. 

Probably to the collection letter as much as 
to anything else applies that old saying about 
“catching more flies with honey than you can 
with vinegar.” Good humor pays. 





HE importance of 

the collection let- 
ter cannot be overesti- 
mated. A good collec- 
tion letter is the most 
difficult of all business 
letters to write and at 
the same time one of 
the most profitable. 
You will find some 
practical suggestions 
on this important sub- 
ject in this article by 
Mr. McGhee. 


Partner 


The real collection letter gets a man in a 
friendly attitude, shows him the fairness of 
your request and causes him to feel glad of an 
opportunity to show his appreciation for the 
favor you extended when he asked for credit. 

The collection appeal is of course based upon 
emotions such as courtesy, honesty, pride, sav- 
ing, shame and fear. Probably more people 
are influenced by pride-than any other quality. 
Pride makes the strongest appeal to individuals 
who enjoy an honorable record, while to one 
who has not had such a repute for integrity, 
the appeal to pride will show him what he can 
gain by trying for such a standing. 

Each appeal should be handled intelligently, 
reserving the point of fear as the last step, for 
fear is the strongest of all collection appeals. 
You know, of course, the story of the young 
Jap who made such a remarkable record in 
collecting what seemed to be almost uncollect- 
ible accounts by using this letter: “Unless we 
receive your honorable check by return mail, 
we shall do something that will cause you the 
greatest astonishment.” 


The Mistake 


Of all the big mistakes made in collection 
letters probably the biggest is in sending the 
same letter to everybody. You should have at 
least three letters. One for first risks; one for 
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fair risks; one for poor risks. These you 
classify according to the ability to pay, which 
is a very sumple matter for any merchant to 
do because he knows personally practically 
every one in his community, and if he doesn’t he 
can easily obtain such information. The poor 
risk customer should receive a statement or 
letter more frequently than the fair risk cus- 
tomer, and the fair risk customer should re- 
ceive a statement or letter more frequently 
than the good risk customer. 

By this you can readily see that a good collec- 
tion system requires a great deal of thought, 
because there should be several letters for each 
list, with three as a minimum. 


Cost of Collection 


By this we do not mean the actual cost of the 
letter, but the cost of a good customer who is 
lost through carelessness on the part of the 
collector. To better illustrate, let us take for 
example these figures: The customer on the 
books of a department store is worth on a 
basis of sales $362.00 a year. The customer on 
the books of a cloak and suit store is worth 
$236.00 a year. The customer on the books of 
a shoe store is worth from $35.00 to $68.00 a 
year, while a customer on the books of a furni- 
ture store is worth $87.00 a year; you can 
easily figure how much the average customer 
in your store is worth in terms of sales. 

Now the average business concern loses 15 
per cent. of its old customers a year, so that 
85 per cent. of its old customers is all that can 
be counted upon as its mainstay. These figures 
were obtained by taking 100 customers which 
by a complete analysis showed the following 
results: 

68 drifted away because of store’s indiffer- 

ence (including collection letters). 


9 bought elsewhere by price inducement 
and better service. 


3 moved to parts unknown. 


14 unadjusted grievances (including poor 
collection letters). 
5 influenced by friends to trade elsewhere. 


1 unaccounted for. 


From these figures you can readily see how 
easy it is to lose a good customer and how little 
any store can afford to use a collection letter 
that will offend or antagonize a customer. Yet, 
as a matter of fact, more customers are lost 
through poor collection letters than through 
any other inefficiency of the store’s service. 


Kinds of Requests 


It is not always necessary to send a letter to 
a delinquent account. Just a formal announce- 
ment is all that is needed. These little formal 
notices can be printed on a card, paper, or on 
gummed stock which can be attached to state- 
ment. The customer knows that he owes the 
money, but has probably everlooked it, or 
thought that you were not in a hurry for it. 
Then tell him in a nice way that his account is 
over due and that you want him to come in and 
pay it. Don’t scream at him or tell him to pay 
his bill because you need the money, for you are 
asking only for what is your own when you ask 
a customer to pay his bill. 

Therefore, instead of having long-winded 
and what some seem to term “clever” collection 
letters, have about six formal requests printed 
up, then occasionally you can make a little foot 
note at the bottom of the statement something 
like this, “Has this been overlooked?” Then, 
if payments are not made, begin to put on more 
pressure by using your good form letters, 
which should be more informal. 


Sales Appeal 


Every collection letter should be a sales 
letter. It should sell the customer the idea as 
to the advantage of a charge account, its con- 
venience, and the necessity of prompt payment 
of all bills within thirty days. 

Not only that—each letter should carry a 
sales argument about certain goods which are 
being sold at an advantageous price, with the 
suggestion that he, the customer, should make 
a purchaser of these goods when he comes in to 
pay his bill. These things not only add force 
and stimulus to a collection letter, but they 
take away a certain sting of the “dun” that 
usually permeates most collection letters. 
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Are Your Freight Bills Audited? 


EMBERS of the Texas Hardware & Implement 
M. Association have taken advantage of one of 
their many privileges as members. Exactly 
197 dealers received refund checks totaling $1,265.38 
due them from the freight company. Dan Scoates, 
secretary and treasurer, has just mailed this bunch 
of checks to those lucky members whose bills were 
audited. 
If you haven’t availed yourself of this association 
service you better collect all your freight bills and 
send them to your secretary for similar attention. 
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Make 1925 a Sporting 
Goods Year 


The Right Stock, Newspaper Advertising, Window 
Display and Personal Endeavor are Ingredients 
that Make for Success 


HE total figures for sporting goods during the year just 

closed were staggering. The average retailer has -little 

or no conception of the vast amount of business being 
done in these lines. Regardless of the community and its pres- 
ent state of prosperity, the sporting goods market is not as 
easily affected as others. 

Any business man will tell you that there is money in sport- 
ing goods because nearly every type of merchant will try to 
sell a line if he thinks he has half a chance. The ordinary 
observer will als@admit this to be true. However, the hard- 
ware store helped to foster the business and by reason of the 
long years in the development of the trade and the association 
the public makes between hardware and sporting goods, it is 
a hard matter to take the business away when an aggressive 
hardware merchant goes after it. 

Newspaper advertising, window displays and personal en- 
deavor are the three prime requisites for a thrifty department. 
It is the hardware dealer’s fault if his community buys sport- 
ing goods at any other store. The wholesale hardware jobbers 
as well as the manufacturers carry as complete a line as can 
be had by any one. Their departments have grown into tre- 
mendous sizes and the business handled is stupendous. 

Some of the stunts employed by merchants in various parts 
of the country are interesting. One Texas dealer 
makes a specialty of organizing country baseball 
teams and offers trophies at the end of the season 
for the winners. Incidentally he sells all of the 
equipment. He follows this same 
practice with basketball and foot- 
ball teams. Dealers all the way 
from Maine to California offer 
prizes for the best fish catches of the 
season. Big results were obtained 
in Wisconsin, Minnesota, Arkan- 
sas and other middle western 
states last season from this kind of 
publicity. : 

Many hardware dealers have 
with little effort made their stores 
the sports center of many square 
miles of territory by showing a lit- 
tle interest in the local baseball 
teams and by stirring up a little 
friendly rivalry among them. An 
Illinois dealer was very patient 
with a Lithuanian laborer from 
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Employees’ Questionnaire Builds 
Cooperation and Prestige 


S. Hill Q Son of Santa Ana, Cal., Have Evolved a Splendid 
System for Stimulating Employee Interest 


OW can the hardware store get the real 
honest-to-goodness facts about its em- 
ployees with regard to the way they 

look at their work, the suggestions they have 
to make about their jobs, etc.? : 

Generally it is found to be very difficult to 
get to the heart of such things. Employees are 
backward about coming forward in the making 
of suggestions and in telling the way they actu- 
ally look at their jobs, and the way that they 
actually look at the store where they are em- 
ployed. 

But the S. Hill & Son hardware store of 
Santa Ana, Cal., Albert F. Hills, owner and 
manager, has evolved a splendid plan for get- 
ting this highly desirable information. 

The plan consists in getting each of the em- 
ployees to sign and fill in a specially prepared 
questionnaire. 

Let us look at the manner in which the ques- 
tionnaire was presented to the employees, the 
things asked on the questionnaire, the way in 
which the questionnaire was filled in by the 
employees and the manner in which the store 
has used the questionnaire in boosting busi- 
ness. 


Undoubtedly by doing this it will be found 
that there are worth while suggestions and 
ideas in all this for other hardware stores. 

In presenting the questionnaire to employees, 
Mr. Hill, felt that it would be best to first 
arouse their curiosity without telling them spe- 
cifically what he had in mind. 

Each week the foremen of the establishmeht 
hold a regular meeting at which problems of 
common interest to all are discussed. Gener- 
ally at these meetings the topic for the follow- 
ing meeting is thoroughly outlined. But on the 
week previous to the presentation of the ques- 
tionnaire Mr. Hill simply said this: 

“Boys, we’ve got something different for you 
to take up at the next meeting. I’m not going 
to tell you what it is, but I’m going to ask you 
to bring your pencils and—see to it that your 
pencils are sharp.” 

This aroused much interest, of course, and 
when the time for the next meeting came 
around the men were much interested and 
were doing considerable speculating as to what 
was in the wind. During the first part of this 
meeting Mr. Hill still kept up the suspense but, 

(Continued on page 125) 
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Are not only Profitable in Themselves but Afford a Means of 
Effectively Moving Much Slow Stock 


hearing about “Dollar Days” and 

special sales. At a great many of the 
state conventions the past two years the sub- 
ject has received considerable attention. Some 
of the opinions run like this—“Yes, I tried 
‘Dollar Day’ sales and they worked fine at 
first, but they lost their appeal after a time;”’ 
“We tried the ‘Dollar Day’ and did not 
have any luck”; “Our town is too small to keep 
them going for a long time’’; “We have used 
‘Dollar Day’ for a considerable period with 
good results, as they not only stimulate sales 
in the articles offered but increase business in 
other lines.” So from the difference of opinion 
expressed it is a hard matter to lay down a 
hard and fast rule as to many merchandising 
practices. 

Everyone knows that the large city stores of 
all kinds have found the dollar days extremely 
profitable and furthermore they furnish a 
method of disposing of dead stock and slow 
sellers, many times without a loss. It would 
seem, then, that the average retail hardware 
store would be governed by several factors in 
determining whether or not its dollar days 
were successful. One of the biggest factors is 
the manner in which the sales are advertised. 
If the advertising is not attractive and does 
not excite a curiosity and a demand then the 
sale will actually show a loss. Display windows 
are important factors in making such a sale a 
success. Close attention and thought should 
be placed on any special window if it is to pro- 
duce special results. The weather or condi- 


M1" te: hardware dealers are tired of 


tion of the roads has been responsible for the 
failure of many sales where country trade is 
necessary to put it across successfully. 

A large Minnesota firm spent a lot of money 
advertising a special sale and a snow storm 
practically kept all the country people away. A 
group of Wisconsin merchants put on a big 
sale for three days and it came just at a time 
when the weather opened up suddenly and all 
of the country people were on the farms start- 
ing the plowing, which had been unusually 
late. Consequently the sale fell flat as far as 
figures go. But it did not dampen the courage 
of the merchants in either of these two cases. 
They had demonstrated the principle of the 
thing to their own satisfaction and did not 
condemn the methods used. 

One of the firms which has been a continual 
user of dollar days is the Nicholas Hardware 
Co., Oak Park, Ill. This firm does a business 
in excess of $500,000 a year and they have had 
various experiences with the plan. They find 
that in usually dull periods these dollar sales 
will only increase their volume on those parti- 
cular items about 20 per cent., but during the 
good seasons they realize about 33% per cent 
increase. 

According to Mr. Walker, the manager, it 
has been found practical to cut the selling price 
as far as possible and make real bargains out 
of the specials. Each department head selects 
once a month the items that are to be used 
during the dollar week, which is a monthly 
affair with this concern. The variety of items 

(Continued on page 128) 
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Mr. Leaver’s store is 90 ft. long, and a unique feature of the interior arrangement is the series of mirrors which 
enables a person standing at the entrance to obtain a view of the upper floor 


A British ‘““Main Street’’ Merchant 


A Description of the Progressive Merchandising Methods of 
J.J. Leaver, English Hardware Retailer 


66 AIN Street Merchandising” is not a 
matter of geography, but a matter of 
intelligence. It flourishes from Green- 

land’s icy mountains to Patagonia’s isles—in 

the fartherest outposts of civilization—as well 
as along the Main Streets of the world’s great 
metropolises. Methods may vary, but that keen 
merchandising instinct that distinguishes the 

“merchant” from the mere “storekeeper” is the 

same the world over. 

To the “merchant” in this country, the meth- 
ods that have earned for his brother in other 
countries the same title is always a matter of 
interest and education, and it is with this 
thought in mind that we describe herewith the 
store of a British “Main Street Merchant,” J. 
J. Leaver, 20 High Street, Weston S. M., En- 
gland. 

Geographically the town of Weston-super- 
Mare, situated on the Somerset coast of the 
Bristol Channel, within a short rail journey of 
Bristol, and flanked on the west by the thriving 
market towns of Bridgwater and Highbridge, 
is not an ideal spot for developing a prosperous 
hardware business, for in places so situated 
there is always a tendency for the local trade 
to drift to the neighboring city, whilst the agri- 
cultural side of the business is hampered by 
the natural inclination of the farmers to do 
their buying in the towns where they sell their 
produce. All these difficulties have been over- 
come, however, by Mr. J. J. Leaver, retailer, 


of 30 High Street, Weston, who shows as full 
and varied a stock of hardware as can be 
found in any town of similar size in the West 
Country. 
Historic Associations 

Mr. Leaver’s business has interesting local 
associations. Before 1840 the premises were 
the starting point of the Bristol carrier, a 
character named Hurst, who was then the only 


medium of communication between the small 


town of Weston and the outer world. Hurst’s 
daughter kept the only school in the town, and 
her schoolroom is now transformed into a work- 
shop. The remainder of the building, however, 
has been practically rebuilt under Mr. Leaver’s 
régime, although the general characteristics of 
the old house can still be seen. These altera- 
tions were made only two years ago, and before 
then successive generations of retailers had 
carried on their business in the original build- 
ing. Mr. Sam Shaddick took over the house 
from Hurst and set up in the hardware busi- 
ness in it in 1840, when he was the only 
tradesman of that description in Weston. When 
the local gas company commenced operations 
Mr. Shaddick acted as its engineer. At any 
rate, he made the first street lamps for the 
town, and parts of these lamps are still among 
the material in Mr. Leaver’s workshop. In 1874 
Mr. George Fox succeeded Mr. Shaddick, and in 
1894 Mr. George Fox, Jr., was joined as a part- 
ner by Mr. Leaver. 
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No Early Closing 


Mr. Leaver first started business in Weston 
in 1888, in Meadow Street, where his sole staff 
consisted of a boy whose wages amounted to 
3s. per week. He was apprenticed in 1880 to Mr. 
Buncombe, hardware dealer of Castle Cary, for 
four years, and afterwards sought experience 
in several parts of England, and in the United 
States, before he settled down in Weston. His 
indenture recited that the young apprentice 
should not be employed for more than fourteen 
hours a day “unless there was pressure of busi- 
ness.” Mr. Buncombe, in common with other 
merchants of a generation ago, opened his 
workshop at 6 a. m., and, “pressure of business” 
being pretty constant, did not put up the shut- 
ters until 8, 9, or 10 p. m. Early closing was 
unknown, and, as for hardships, Mr. Leaver 
has known a country smith walk four miles 
from his forge to the ironmonger’s shop, and 
then trudge home with a hundredweight of bar 
iron and a dozen spade handles. 

In America, when in charge of a stall at a 
trade exhibition, Mr. Leaver was once ap- 
proached by a visitor who requested him to 
send to his address one of the articles on show. 
Mr. Leaver declined to do so unless a deposit 
was paid. The visitor apparently was not 
carrying the sum with him, and retired some- 
what disgruntled. The next day Mr. Leaver 
was shown by his chief a letter from Mr. W. 
K. Vanderbilt, complaining that he had been 
refused credit. 

From the time Mr. Leaver entered the busi- 
ness it has developed on steady lines. He claims 
that he has never sought the reputation of 
selling cheap things, and has always put his 
faith in good class stock. He attributes no small 
measure of his success to securing capable men 
for his staff, paying them and keeping them. 
Mr. F. Clarke, his chief assistant, has been with 
the firm twenty-six years. Several other men 
have served over twenty years, and one thirty- 
five years in the business. About two years 
ago Mr. J. P. Curtis, of 32 High Street, Weston, 
retired, and Mr. Leaver then amalgamated the 
two businesses. 


A Good Situation 


The shop in High Street is well situated for 
a good-class trade. It is well off the track of 


the day tripper, but in a good position to secure 
an important share of the permanent local 
trade, as well as that of visitors staying in the 
town; while the stock of agricultural imple- 
ments shows that, in spite of the competition 
of Highbridge and Bridgwater, a sound busi- 
ness is done with the country population. In 
remodelling his premises Mr. Leaver incorpor- 
ated in his shop a number of smaller rooms 
that were used by previous occupants as living 
rooms, with the result that he has now a spa- 
cious shop extending over two floors, and ex- 
cellently lighted through wells in the upper 
floor. An arrangement of large mirrors fixed 
near the door enables a pedestrian on the pave- 
ment to obtain a view of the second floor, while 
a wide shop entrance allows the passer a good 
view of the well-laid-out stock on the ground 
floor. 


Window as a Showroom 


In several directions Mr. Leaver has carried 
out novel ideas for handling stock, but perhaps 
the arrangement of his windows is the most up 
to date. The wide, fan-shaped entrance to the 
shop not only enables him to make an effective 
“island” display, but it also offers an opportun- 
ity for enterprising window-dressing. Each win- 
dow has, in fact, been turned into a moderate- 
sized showroom, into which the customer is 
taken to inspect the article he wishes to see. 
The goods displayed against the window itself 
are so arranged that a person on the pavement 
obtains an uninterrupted view of the display 
arranged in the center, while the area inclosed 
by the windows is sufficient to allow free pass- 
age room between the window shelves and the 
“island.” By rigidly abstaining from over- 
crowding the space, an impression of light and 
freedom is obtained which is heightened by the 
fact that the customer is able to obtain a clear 
view across the shop entrance of the articles in 
the opposite window. 

It is interesting to note that Mr. Leaver has 
had much success in the sale of American, prod- 
ucts in Great Britain, and the American lines 
handled by him include the following: Hoover 
Vacuum Cleaners; Pennsylvania Lawn Mowers, 
Perfection Heaters; Stanley Tools; Gillette and 
Auto-Strop Razors; Starrett Tools; Stevens 
Guns, and Eddy Refrigerators. 





7! Ways to Sell Glassware 


‘rM.HE Boyle Hardware Co., Ogden, Utah, carries a 

stock of glassware valued at $1,400, which it turns 
over three and a half times a year by the following 
methods: 


1. By having a well assorted and well arranged display 
in the store near the entrance at all times, which is 
changed frequently. 


2. By arranging a new window display of glassware 


every eight days, and devoting one entire window to this 
line throughout most of the year. 


3. By consistent newspaper advertising. The ads are 
addressed to women and are run every alternate night in 
the local newspapers. 


4. By catering especially to women customers and by 
getting for them what they want if it is not in stock and 
is obtainable within a few days time. 
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ARCH to June is the period when the hard- 
M. ware merchant sells seeds for flower beds, 
grass lawns and vegetable gardens. It is the 

season when people think of seeds and planting. 
During these four months the T. K. Jones & Bros. 
Co., Dover, Del., sells $4,000 to $5,000 in seeds each 
year. Newspaper space with a weekly change of copy 
written directly to users helps this firm sell seeds. 
Unusual, lifelike window displays tie up the Jones 

store with the thought of planting. 





Last spring a window was constructed to depict an 
actual garden scene. The floor was moss covered and 
surrounded by a red brick wall which had a white 
garden gate. Inside the wall cut-outs of a mother and 


Sells $5,000 in Seeds 





daughter were seeding the garden. Live plants and 
baskets of flowers completed the display, which was 
good enough to attract widespread publicity among 








the residents of Dover. It attracted sales also, which 
was far more important. 

The Jones sales force has found it worth while to 
talk gardening to customers in the store. Such talks 
lead to specific explanations of the customer’s planting 
plans. Armed with such facts, the salesman has made 
a good start for selling the customer seeds, fertilizer 
and the necessary garden tools. 

The Jos. Wallace Hardware Co., Stroudsburg, Pa., 
does a good seed business every year. Jos. Wallace, 
proprietor, found an Italian settlement just inside the 
town limits. At first he had difficulty in selling this 
trade. For three years he studied Italian. 





Make 1925 a Sporting Goods Year 


(Continued from page 79) 


one of the mills in his town. The result was 
the sale a little later of a very nice sized order 
of sporting goods for one of the city play- 
grounds for these people. 

A Munneapolis hardware store offers a 
trophy in the form of a loving cup for the city 
golf championship. They use their multigraph 
for printing the playground programs, an- 
nouncements, rules, etc. ‘Their newspaper ad- 
vertisements announce these various sporting 
events. Of course there is always some of the 
firm’s advertising in all of this and much of it 
gets into the news columns of the daily papers. 
The sporting goods department shows the re- 
sult of this missionary work by the nice profit 
balance at the end of the year. 

A Duluth concern maintains a football team 
that plays in the professional class. They 
could not afford to pay for all of the publicity 
they receive gratis from newspapers in that 


section of the country. Their sporting goods 
department is a busy place from one season to 
the other. | 

Windows are a great aid in putting over 
these campaigns. Frequent changes keep 
people interested and price tags make many 
sales right on the sidewalk. ‘The youngsters 
going and coming to school will be interested 
in anything from marbles to canoes, and if 
they don’t buy now they make up their minds 
to purchase certain articles which usually 
come into their possession before long after 
the “folks” have been consulted or the “chore” 
money is available. 

This is going to be a big sporting goods 
vear. It won't make any difference whether 
they are city or country people. They will 
play, and somebody will get the business. ‘The 
early bird gets the sporting goods worm. A 
little promotion starts things off with a bang. 
Are you prepared for it? 
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The ‘Glorified Peddler” 





Prepares to Fight 


General Conference of Manufacturers Who Sell Direct to Meet in 
Cleveland—Expect to Adopt Air-Tight Plan to Perpetuate Peddling 


HE men behind the “Glorified Peddler” 

are going to fight. We’ve stepped on their 

favorite corn, and they’re all riled up. 
They just can’t understand why HARDWARE 
AGE should have called attention to their acti- 
vities, or why retail merchants should quit 
their policy of standing idly by®while the retail 
business of the country is being handed over to 
the house-to-house canvasser. 

The manufacturers who market their wares 
through peddlers instead of retail merchants 
are frankly alarmed. They are distinctly 
peeved over the fact that the merchant has 
come to life and is aggressively going out after 
the business which belongs to him. They are 
exceedingly worried because the thinking people 
of towns, cities and communities are showing 
a keen interest in the economic features of 
peddling, because they know that interest on 
the part of the public means a curtailment of 
door-to-door sales. 


And now their worries and alarms are about 
to crystallize into action. They’re going to 
fight. 

The editor of a certain publication devoted to 
the interests of “Glorified Peddlers” and manu- 
facturers who sell direct through canvassers 
is posing as the High Priest of the crusade. He 
has sounded the Toscin and issued the Call to 
Arms. He has called a general conference of 
the most important manufacturers engaged in 
business of Direct Selling—the Big Guns be- 
hind the Glorified Peddler. This conference is 
now being held at the Hotel Cleveland, Cleve- 
land, Ohio. It is scheduled for two days— 
Wednesday and Thursday, March 11 and 12. 

We are reproducing a copy of the letter sent 
out by the magazine referred to and signed by 
its editor, calling for the conference. We are 
also reproducing the contents of the mimeo- 
graph circular or “Call to Arms” which was 
sent out with the letter. In addition we are re- 
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producing a eopy of a follow-up letter, sent out 
by the same magazine eight days after the orig- 
inal call. This was signed by the advertising 
manager of the publication, and with it went 
another circular, carrying quotations from va- 
rious direct-to-consumer manufacturers, boost- 
ing for the general conference. 

Read the first circular carefully. Note how it 
confirms what HARDWARE AGE has been telling 
you about the growth and size of the peddling 
system. Pay particular attention to that para- 
graph which reads: 

“There will be represented at this meeting a total 


yearly business in excess of three hundred million 
dollars.” 


Also note carefully the slur on the retail 
merchant and the newspapers in the paragraph 
which reads: 


“We are, of course, unable to reply through the 
medium of the public press, because local news- 
papers are all practically subsidized by the local 
merchants in their endeavor to hamper direct sell- 
ing.” 

Likewise ponder over this illuminating para- 
graph: 

“This is to be a strictly business session. The 
call is issued only to LEADERS in the DIRECT 
SELLING FIELD, as you will notice from the at- 
tached list, and the call is further directed to prin- 
cipals only, because those present must be in a 
position to take definite action on the policy pre- 
sented without the necessity of referring the mat- 
ter to some one else within their organization. It is 
therefore essential that other than principals pre- 
sent properly signed credentials authorizing them 
to bind their company on the plan adopted.” 


These two paragraphs are truly gems. They 
remind you of the boy who whistles to keep his 
courage up. Read them and weep: 


“Direct selling, of course, has come to stay, and 
the present activities of its opponents are addi- 
tional proof that it is recognized as an integral part 
of the economic life of the nation.” 

“The field is in no present jeopardy, but forces 
are lining up that make it very essential that with- 
out any further delay, aggressive and united effort 


be made to protect the rights of those engaged in 

this great business.” 

There is a burst of super confidence in the 
following quotations from the next to the last, 
and the last paragraphs of this historical 
“Call to Arms.” 

Doesn’t it give you cold shivers? Here it is: 

“but we are confident that a plan will be adopted 

which will result in a properly functioning, AMPLY 

FINANCED organization coming into being under 

the guidance of capable executives, fully competent 

to properly handle down to the last detail the essen- 
tial things to be done to protect and INCREASE 
the business of direct selling.” 

“Specialty Salesman Magazine will present a plan 
to which considerable thought has been given, and 
with each manufacturer giving his best suggestions, 
there is not the slightest doubt that an AIR-TIGHT 
plan will be adopted and put into effect which will 
make the future of our industry SAFE AND 


SOUND.” 

That’s the schedule, fellows! That’s what 
the retail merchants of America are up against 
in their efforts to protect their business and 
foster the best interests of their communities. 
This movement is backed by big organizations 
—organizations representing over three hun- 
dred millions of dollars’ worth of business per 
year. 

We’ve got a real job on our hands. A fight— 
not a picnic. It means getting together, or- 
ganizing, cooperating, fighting. 

Heretofore we have been up against “sell- 
ing” only. Now we face organized opposition, 
guided by brains and financed with real money. 

If you haven’t started an active campaign in 
your town to educate the people of your com- 
munity to a realization of what peddling really 
means to them and to the community, get busy. 
Also do a little canvassing on your own account 
and beat the “‘Glorified Peddler” to it. 


Ler pdcrle—. 





The Call to Arms 








T last the clarion call has sounded. 
faced by the reality that “Glorified Peddling”’ is s 


The makers of peddled products, 
dily losing ground 


in the face of organized efforts to combat it on the part of legitimate mer- 
chants, have, through their spokesman, the Specialty Sales Magazine, 
called a conference to be held in Cleveland with a view of adopting an “air- 
tight” plan to perpetuate the victimizing of householders. The following 
is the Specialty Salesman Magazine’s call to arms, which accompanied the 
announcement to the manufacturers of the Cleveland meeting. 








‘¢ — N view of the growing activities among the 
| enemies of direct selling in attempting to 
block its progress, the time has come for the 
leaders in this field to take united and very definite 
action for the protection ef their interests. 
“This is a matter in which we are all vitally in- 


terested. Very little headway has been made in the 
passing of local license ordinances, because, in prac- 
tically every case it has been proved that such or- 
dinances were unconstitutional; but at the present 
time other ordinances are being presented which 
tend to overcome previous defects and the enemies 
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TWE WATIONAL AND WOMEN WHO SELL 
PUBLICATION OFFICES AND PRINTING PLANT 


Pebruary 10, 1925. 





FOITORIAL DEPARTMENT 


Gentlemen: 


It has been the policy for #11 time to “let Ceorme do it” and it would 
be @ pleasure for me to let George do what I em now doing; out it is 
not necessery for me to tell you that someone must teke immediate action 
with reference to the vital things that confront those engaged in the 
yusinese of direct selling. 


I have had within the past two or three weeks conferences with the heade 


of a number of manufacturers selling direct and it has been urged by them 


that I oa@ll @ general conference of the most important mnufacturers 
engaged in our way of merchandising. 


after a number of conferences with those associated with me here in the 


Plant, it has been decided thet a conference of the leding mnufacturers 


be held at 
HOTSY CLEVELAND, CLBVETAND, OHIO. 
WZDNESMM Y AND THURSMY wee MARCH 117H AND 127TH. 


I am enclosing @ mimeograph circular which gives you further information 
with reference to the purpose of this conference and I am 3180 enclosing 


a list of mnufacturers who have been asked to teke a part in this impor- 


tant work. 


Will you please write me immediately stating whether or not your firm will 
be represented and how mny from your firm will be in attendance. I can- 


mot make hotel reservations for you until 1 receive your reply to tlis 
letter. 

This ie of such vitel importance that I am confident you will write me 
immediately that you will be with us. 


” 


4 Ve ry)y yours, 
% 6 The Ae 
. itor. 
RSE : 2F SPECIAGTY SAGSSMAN MAGAZINE. 








COMAAHY AND NOT TO INDIVIDUALS LETTE 





of direct selling, also, now have under way definite 
plan of action through various organizations for 
the molding of public opinion against direct dis- 
tribution. 


“We are, of course, unable to reply through the 
medium of the public press because local news- 
papers are all practically subsidized by the local 
merchants in their erdeavor to hamper direct 
selling, 


“Specialty Salesman Magazine feels that it 
should take an active and definite part in arranging 
for a concrete plan to combat and overcome the 
unfavorable propaganda and action that are being 
taken. 


“It is for this reason that the meeting referred 
to in the accompanying invitation is being called. 
This is to be a strictly business session. The call 
is being issued only to leaders in the direct-selling 
field, as you will notice from the attached list, and 
the call is further directed to principals only, be- 
cause those present must be in a position to take 
definite action on the policy presented without the 
necessity of referring the matter to someone else 
within their organization. It is, therefore, essen- 
tial that other than principals present properly 
signed credentials authorizing them to bind their 
company on the plan adopted. 


‘There will be represented at this meeting a total 
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SPACE SES DIAN 
THE NATIONAL INSPIRATIONAL MONTHLY FOR MEN AND WOMEN WHO SELL 
PUBLICATION OFFICES AND PRINTING PLANT 


Bebruary 18, 1925. 


EDITORIAL DEPARTMENT 


Gentlemen: 


The attached bulletin contains information of consi7erable interest 
relative to the conference to be held at Cleveland, March llth and 12th. 


The responses that have reached this office and the information from 
the management of Hotel Cleveland, all point to the fact that this con- 
ference will be exceptionally representative of the leavers in the : 
direct selling ffeld. 


It is gratifying to note that there is a general arpreciation of the 
denger from organized efforts that are being mad@ to hinder the 
progress of our industry. 


Mr. Hicks has conferred with manufacturers in Chicago; tocay he is 
conferring with the lea‘ers located in Cincinnati, and he leaves that 
point tonight for dinner conference at the aldorf-Astoria, New York, 
where he will meet with ahout 50 more of the leading manufacturers 
located in the east. 


The necessity for action is apparent and there 18 hardly a doubt but 
that as a result of this conference to be hdld in Cleveland, a definite 
plan of action will be acopted. The matter is of such vital importance 
to all those in the ¢ir-ct selling field, who have a tusiness to protect, 
that this important Cleveland conference igs one that you cannot afford 
to stay away from. 


After Mr. Hicks returns from the east, you will be further advised as 
to the progress of plans for this important pene 


ary yours, 
w~ 
Advertising Manager. 
H./.Minchin: MG SPECIALTY SALESMA GAZINE. 


PLEASE AQOPESS i LETIER®S TO THE COMMENY AND HOT TO INDIVIDUALS. LETTERS ADORESSED TO INOMIOUALR WH. nor Od OFFERED OVF WO WERIe seecno 





yearly business in excess of three hundred million 
dollars. 

“Secretary Hoover who, as you probably know, 
recently called a census of distribution conference 
in Washington, has been sent a personal and press- 
ing invitation to be present, because no considera- 
tion whatsoever was given to the great business of 
direct selling in the conference he called. 

“This conference is to be solely one for the most 
prominent manufacturers selling our way, a num- 
ber of whom have requested Mr. Hicks to call such 
a meeting and to present to them some plan of 
action. 

“Wednesday and Thursday, March 11 and 12, are 
the dates selected, and the place the Hotel Cleve- 
land, Cleveland, Ohio. Cleveland has been chosen 
as the meeting place because of its easy accessi- 
bility for all invited. 

“Direct selling, of course, has come to stay, and 
the present activities of its opponents are addi- 
tional proof of the fact that it is recognized as an 
integral part of the economic life of the nation. 

“The field is in no present jeopardy, but forces 
are lining up that make it very essential that with- 
out any further delay aggressive and united effort 
be made to protect the rights of those engaged in 
this great business. 

“The main reason that nothing has heretofore 
been done is that there has not been united effort 

(Continued on page 130) 
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G@BiThe Dresslar Hardware Co., Los Angeles, Cal., won the first prize in Winchester 1924 Window Display Contest 


Window Displays That Won 


Awards 


OVELTY and unusual arrangement of 

merchandise were features of the Na- 

tional winners of the 1924 window dis- 
play contest of the Winchester Repeating Arms 
Co. 1, of New Haven, Conn. 

An unusually large number of contestants 
participated in the quarterly events in each 
warehouse district and it was from the three 
best of these that the National winners were 
chosen. 

The award winning contestants were as 
follows: 

Dresslar Hardware Company of Los Angeles 
won first prize of $500; the Steele Hardware 
Company of Wichita, Kan., second prize of 
$250, and the Warren County Hardware Com- 
pany of Bowling Green, Ky., and Emigh 
Winchell Company of Sacramento tied for 
third, each receiving $100. 

Honorable Mention: Charles B. Astle & 
Son, Momence, IIl.; Beaulieu & Inock, Winner, 
S. D.; Harry Crowe, Tulare, Cal.; Dopp & 
Watson, Ashland, Wis.; Dorman & Smyth 





Hardware Co., Salisbury, Md.; E. J. Faut, 
Brookfield, Mo.; the Wm. H. Fox Co., 2426 
Gilbert Avenue, Cincinnati, Ohio; A. Galpin’s 
Sons, Appleton, Wis.; Indianola Hardware Co., 
Indianola, Iowa; Kemp-Hibler Merc. Co., El 
Dorado Springs, Mo.; Mabie-Lowery Hardware 
Co., Roswell, N. M.; J. J. Moreau & Son, Man- 
chester, N. H.; Ogden Hardware Co, Ashland, 
Ky.; John G. Oom, Grand Rapids, Mich.; 
Plunkett Hardware & Plumbing Co., Red 
Lodge, Mont.; Reynolds, Thompson & Robin- 
son, Norwich, N. Y.; Sanner Hardware Co., 
Inc., Shamokin, Pa.; J. B. Scanlan Co., Atlantic 
City, N. J.; L. Schmidt & Sons, Grand Junction, 
Col.; Stratton Hardware Co., Lebanon, Tenn.; 
A. Swanson’s Sons, Red Wing, Minn.; Ward & 
Ward, Lakewood, N. J.; G. E. Waters Hard- 
ware Co., Junction City, Kan.; Watterson Bros., 
Inc., Bishop, Cal.; Field & Lawrence, Bellows 
Falls, Vt. 

The district awards of $25, $10 and $5 to 
those companies winning first, second and third 
places in the various districts, are as follows: 
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The Second Award in the National Winchester Window Contest went to The Steele Hardware Co. of Wichita, 
Kan. 


Philadelphia: First, Ward & Ward, Lake- Co., Pierce, Neb.; second, the R. H. McAllister 
wood, N. J.; second, Reynolds, Thompson & Co., Grand Island, Neb.; third, R. F. Hegert, 
Robinson, Norwich, N. Y.; third, Anderson Hartington, Neb. Minneapolis: First, Plunkett 
Hardware Co., York, Pa. Springfield: First, Hardware & Plumbing Co., Red Lodge, Mont.; 
Star Hardware Cc., Rockville, Conn.; second, second, Dopp & Watson, Ashland, Wis.; third, 
the Eaton Hardware Co., Brunswick, Me.; A. E. Perrier, Bovey, Minn. Chicago: First, 
third, Bryant & Lawrence, Tilton, N. H. Sioux Benj. F. Schlau & Son, Chicago, IIll.; second, 
City: First, Pierce Hardware & Implement H. A. Heyer, Darien, Wis.; third, Jno. G. Oom, 
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Here is the display of The Warren County Hardware Co. of Bowling Green, Ky., which tied with the Emigh 
Winchell Hardware Co., of Sacramento, Cal., for third place 
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The display of the Emigh Winchell Hardware Co. of Sacramento, Cal., tied with that of the Warren County 
Hardware Co. tor third place in the contest 


Grand Rapids, Mich. St. Louis: First. the 
Mabie-Lowrey Hardware Co., Boswell, N. M.; 
second, Warren County Hardware Co., Bowling 
Green, Ky.; third, Thigpen-Whitfield Hardware 
Co., Picayune, Miss. Wichita: First, the Steele 
Hardware Co., Wichita, Kan.; second, Morris 
Hardware Co., Hutchinson, Kan. Atlanta: 
First, Lee Hardware Co., Sanford, N. C.; sec- 
ond, Abernethy Hardware Co., Hickory, N. Cw; 


third, Cleveland-Wright Co., Sweetwater, Tenn. 
Toledo: First, Ogden Hardware Co., Ashland, 
Ky.; second, E. H. McGowan, West Branch, 
Mich.; third, the Wm. H. Fox Co., Cincinnati,,. 
Ohio. San Francisco: First, Dresslar Hard- 
ware Co., Los Angeles, Cal.; second, Emigh 
Winchell Hardware Co., Sacramento, Cal.; 
— Mackillop Hardware Store, Los Angeles, 
al. 3 


Courtesy Sales at Wholesale 


N a recent conversation with a salesman, he in- 

formed me that he was able to buy at wholesale the 

following items, viz.: Overcoat, shoes, ladies’ wear- 
ing apparel, electric appliances, hardware and cutlery, 
paint, brushes, carpenter tools, groceries, flour, pota- 
toes, fruit and vegetables, cigars, pipes, cigarettes, 
hats, ties, shirts, golf supplies, wall paper, draperies, 
furniture, rugs, carpets, linoleums, tires, auto acces- 
sories, books and stationery, in fact 90 per cent of his 
purchases were made direct at wholesale or with a 
special discount of 15 per cent in most cases. If this 
method is generally pursued and there are more than 
2000 salesmen in the city of Portland, who have houses 
or headquarters here, what is the result in the loss of 
business to the retailer? It means thousands of 
dollars of business that is directed from legitimate 
channels of trade. 

This growing abuse is directly traceable to “cour- 
tesy” of wholesale houses to others engaged in like or 
different lines of business. 


These “‘courtesies”’ to salesmen linked into the prac- 
tice of the salesmen buying for a friend. 

Manufacturers and jobbers who allow their em- 
ployees to purchase at wholesale are too often imposed 
upon by their own men buying for friends and rela- 
tives. Some firms have traced their purchases and it 
has resulted in their eliminating the practice. 

The proprietors of an apartment house recently in- 
formed the writer that they purchased paint, oil, var- 
nish, rugs, shades, draperies, electric appliances, soap, 
toilet supplies, and in fact nearly every article used 
at wholesale, including milk and butter. 

There is only one remedy—Stop the practice of 
“Courtesy Sales.” 

Let wholesalers become legitimate wholesale dis- 
tributors and allow the retail trade to go back where 
it should go—to the Retailer—The Oregon Merchants’ 
Magazine. 
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Mass Production and 
Selling 


By Saunders Norvell 


these weekly articles—myself! I am trying 

to hold them down to two pages, but I become 
so much interested in my subject that I almost al- 
ways run over my limit. 

Last week I sketched roughly the evolution of 
the national and local jobbers or distributors, as 
they prefer to be called. This week suppose we 
consider the much-discussed idea of mass produc- 
tion and mass distribution. 

When a manufacturer develops a business of con- 
siderable proportions, he discovers that by standard- 
izing his line and increasing his sales so he can 
have long factory runs he can very much reduce the 
cost of production. When dies and machines are 
once set up, when the workmen are organized and 
when the factory can run day after day without 
any changes, costs go down. On the other hand, 
when there are short runs, when the machinery 
must be adjusted and reset, when employees change 
from one item to another, there is lost time, lost 
motion and greater expense. 

In a very valuable book I have just read, entitled 
“Taking the Guesswork Out of Business,” the state- 
ment is made that the vast’ fortunes in the United 
States have been made, not in increasing the num- 


 [isese is at least one person interested in 


ber of lines manufactured, but in concentrating 


and reducing them. This is a principle that should 
be carefully though out, both by manufacturers, 
jobbers and salesmen. It applies all down the line. 
The manufacturer who can build up a powerful 
business on one line of goods, who can attain enor- 
mous volume and who can reduce his costs to the 
minimum is naturally in a dominating position. 
Any jobber who can build up his business on cer- 
tain lines and control this business also dominates. 
Any salesman who can reduce his territory to the 
minimum number of towns and to the minimum 
number of accounts and still secure large volume, 
saves time in traveling, has more time to sell goods 
and naturally, devoting more time and attention to 
the accounts he handles, is in a stronger position. 
One of the fallacies in business that constantly 
brings disaster is the idea of manufacturers, for 
instance, when they are not very successful in 
manufacturing and distributing one line, that they 
have a better chance of success by increasing their 
lines. In such cases, an increase in the number of 
lines simply means an increase in inefficiency. With 
jobbers it has been found that a big increase in 
lines and variety of items very much adds to the 
cost of doing business—more lines to buy, more 
lines to be watched, more items in the catalog, more 
prices to be changed, etc. A careful analysis of 
this problem shows a very heavy increase in the 


cost of doing business—an increase that has not 
been appreciated because the figures have not been 
tabulated and are not known. 

Likewise, almost every salesman fights for more 
territory. He wishes more accounts, not realizing 
that by spreading himself out so thin in attempting 
to visit so many towns and call on so many cus- 
tomers he loses tremendously in selling power. 
What counts most in business with a salesman is 
not a large number of small accounts but a small 
number of very satisfactory accounts. A salesman 
is far better off and can work to much better ad- 
vantage if he has, for instance, one account of 
$10,000 per annum instead of ten accounts of $1,000 
per annum. The best salesmen I have ever known 
have been those salesmen who had the ability to 
build up and hold large accounts—in other words, 
to secure the major portion of the business of their 
customers. 

One of the main reasons why large accounts are 
more valuable is because in such cases the salesman 
secures a better character of business. He géts 
profitable business, while when he simply skims a 
small part of a large number of accounts, his busi- 
ness almost invariably runs to staple and unprofit- 
able goods—items he finds waiting for him on the 
want list. Want list business is not profitable. The 
business that pays is selling complete special lines. 
All students of modern distribution are agreed that 
the best and most satisfactory results come from 
concentration of effort on a reduced number of 
lines. 

However, there is another side to this problem 
that very seriously affects the pocketbook, not so 
much of the manufacturer as that of the jobber 
and the retailer. Let us study this phase of dis- 
tribution. 

As stated above, when a manufacturer has built 
up a considerable business, he realizes the immense 
advantage to him of increased standardized volume. 
It becomes his ambition, just as far as possible, to 
sell all of the goods in the country in his line. He 
realizes, of course, that he cannot sell quite all, but 
he says to himself: “If I could do as well as I have 
done with my increased capital and my increased 
efficiency, with a lower cost of my goods and with 
my stronger selling organization, I should largely 
increase my share or proportion of the business in 
my line in this country.” 

He proceeds to figure out the things he can do to 
dominate his trade. His factory experts, by care- 
ful study, by modern factory organization and with 
the use of the latest and most improved kinds of 
automatic machinery, have reduced the cost of man- 
ufacturing almost to the lowest limit. The manu- 
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facturer does not see where he can materially im- 
prove the situation in manufacturing except by in- 
creasing his volume. 

He therefore naturally turns his active mind to 
the problem of distribution—selling. If he sells 
to the jobbing trade, also to the larger retailers in 
the country, especially the large retailers in the 
large cities, he very likely has found in selling in 
the old-fashioned and established manner through 
salesmen to these classes of buyers, that he has 
just about reached his maximum output. On ac- 
count of the sales resistance that comes from other 
manufacturers selling to jobbers and retailers, he 
finds his efforts to increase his sales blocked. He 
is up against the human element in distribution. 
He finds, if he sells one jobber or one retailer in a 
certain city, that the other jobbers and the other 
retailers prefer to buy other lines. They rather 
dimly see the advantage of selling different lines 
from their competitors. The human element also 
comes into the: problem because if a salesman of 
a manufacturer happens’ to be very intimate and 
friendly with one jobber, the other jobber in the 
same city prefers to have other and intimate 
friends of his own! 

This keen-minded manufacturer, however, sees 
one other method to increase his volume and take 
away the business from his competitors. He sees 
an opportunity to compel all the dealers, both job- 


bers and retailers, to buy his products. He decides 


to enter into a campaign of national advertising. 
Having gone just as far as he can with the jobber 
and the retailer, he now proposes to work upon the 
minds of the great mass of the buying public. He 
therefore calls in advertising experts, and soon all 
the magazines in the country blossom out with his 
alluring advertisements. It takes nerve to start 
a national campaign of this kind. It is enormously 
expensive. This manufacturer has’ his budget fig- 
ured out. He has decided to gamble so many hun- 
dred thousand dollars on the great buying public. 

Naturally such a campaign, well conducted, does 
lead to a general demand for his brand of goods. 
Retail dealers, having calls, feel that they must 
stock them. If their regular jobbers from whom 
they draw their supplies do not carry this line they 
complain. They state that they will have to give 
a share of their business to other jobbers who do 
carry the line so they can obtain these advertised 
goods. This attitude, in turn, compels the jobbers 
to add this line. Thus, if the goods are satisfac- 
tory and if the advertising is good, we soon find 
this manufacturer’s line in the hands of all jobbers 
and of all retailers. 

So far, so good. No one can complain. This 
manufacturer is showing fine enterprise in push- 
ing his business. However, the cost of advertising 
is very heavy. Even when the sales of this manu- 
facturer have increased, when he charges up the 
cost of advertising against the profits on the in- 
creased sales, the cost of advertising has a ten- 
dency to spoil the cheerful appearance of the bal- 
ance sheet! 

Then when he discusses the practical and ever- 
present problem of expenses with his advertising 
man, with the assistance of this said advertising 


gentleman, a new attitude of thought almost always 
develops. This is the thought: “These jobbers and 
retailers are not actually selling my goods. All 
they are doing is stocking them. They are simply 
warehouse men. With my advertising I am doing 
all the selling. I am standing all the expense. Why 
should I pay these jobbers and retailers a very 
large share of the profit on my goods when they 
are actually of so little help to me?” The next con- 
clusion, of course, is the logical outcome of this 
state of mind, viz.: “Since the jobbers and the 
retailers are of so little help, therefore, the amount 
paid them for their services should be reduced.” 

The business on the manufacturer’s line is now 
well established. The manufacturer feels inde- 
pendent. He places the jobber’s discount on the 
standardized basis and this basis is just about the 
jobber’s percentage of cost of doing business. The 
retailer is also placed on a similar basis, and this 
basis, if the retailer ean secure the suggested sell- 
ing price, would be just about his cost of doing 
business. When the jobber and the retailer have 
the temerity to raise any objections to the small 
amount they are to receive for their services, they 
are informed that this very valuable line, as a 
matter of fact, sells itself. It requires no selling 
effort on their part. They are reminded of the 
very quick turnover. They are told if the profits 
are unsatisfactory that, as a matter of fact, the 
sale of this line helps them sell other goods on 
which the profit should be better. In other words, 
this manufacturer is doing the jobber and the re- 
tailer a great favor to allow them to stock his goods, 
as having them is such a wonderful help to their 
business. 

So far, so good. However, this manufacturer, 
having at least the appearance of making a big 
success of this system, leads other manufacturers 
to adopt the same plan. The battlefield is trans- 
ferred from the old-fashioned method of selling job- 
bers and retailers to selling the goods by adver- 
tising to the general public. With very few excep- 
tions, the reduction in the profits of the jobbers 
and the retailers follows. As the number of na- 
tionally advertised lines increase, both the jobbers 
and the retailers feel the grind of the reduced 
profits. 

There is another factor that simultaneously works 
in the sale of these nationally advertised lines. The 
retailer, seeing the goods advertised, decides that, 
like little Jack Horner sitting in his corner, he 
will pull out a large plum. He decides to cut the 
price of these advertised goods and so attract cus- 
tomers to his shop. Department stores, in their 
newspaper advertising, also cut the price. There- 
fore we find, as the advertising increases, that like- 
wise, in the same proportion, the cutting of prices 
increases. Our retail friends are now handling 
these goods, not only without any profit but at an 
actual loss. The retailer selling the goods at a loss 
naturally casts about to buy the items at the lowest 
possible price. He brings pressure to bear upon 
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Paint Simplification Endorsed at Michigan 


Convention 


Scott Kendrick Succeeds A. J. Rankin as President of Michigan 


Retail Hardware Association—Large Attendance 


% 


at Grand Rapids Meeting 


HE thirty-first annual convention and 

exhibit of the Michigan Retail Hardware 

Association was held at the Hotel Pantlind, 
Grand Rapids, Feb. 23 to 27. Among resolu- 
tions passed was an indorsement of the resoiu- 
tions passed at the National Hardware Con- 
gress at San Francisco last year, an indorse- 
ment of the proposed paint simplification pro- 
gram which restricts paint colors to 24 inside 
colors, and a condemnation of a somewhat 
prevalent practice of jobbers and manufac- 
turers competing with retailers. 


Seott Kendrick, Flint, was elected president, 
to succeed retiring President A. J. Rankin, 
Shelby, who presided at the various sessions. 
George W. McCabe, Petosky, was elected vice- 
president. Secretary A. J. Scott, Marine City; 
Treasurer Wm. Moore, Detroit, and Field Sec- 
retary Chas. F. Nelson were reelected. 

Members of the executive board, terms ex- 
piring 1927, are A. J. Rankin, Shelby; Herman 
Dignan, Owosso; H. W, Blackwell, Gladstone ; 
John G. Oom, Grand Rapids, and L. F. Wolf, 
Mt. Clemens. Member of board, term expir- 
ing 1926, C. L. Glasgow, Nashville. 





Treasurer Moore delivered the _ in- 
vocation; Hon. Elvin Swarthout, Mayor 
of Grand Rapids, welcomed the con- 
vention to that city and singing was led 
by Field Secretary Nelson. 

In his annual address President A. J. 
Rankin said in part: 


The President’s Address 


“The past year has been one of rapid- 
ly changing conditions. Our personal 
retrospect of the year will depend al- 
most entirely on the conditions under 
which we are doing business, for being 
retailers the income of our own in- 
dividual trade territory is the thing 
that counts. We read with interest a 
trade report telling of the remarkable 
rise in the price of grain, especially 
wheat, but those increased values may 
or may not mean increased income in 
our own trade territory. 

“Michigan is a very cosmopolitan 
State. Some of you find your trade ter- 
ritory income procured from manufac- 


turing in its various branches, many 
of which are specialized in certain lo- 
cations, some from agriculture, some 
from horticulture, a few in part from 
lumbering and a few from mining, so 
that no general statements are safe as 
to the trend of the year which is gone, 
nor of the new one we are entering. 

“Many of the local conditions which 
we work under are beyond our power 
to change. We must adjust ourselves 
to them. A prime essential, however, 
is a thorough understanding of our lo- 
cality, its income, its source of income. 
its commercial habits, and beyond that, 
the trend of thought of its people. A 
spirit of optimism in a community is 
one of the first items on the list of 
things that make up the “good will” of 
a business. There can be no good 
will where there is pessimism, discour- 
agement and distrust. 

“If we oversell our community, es- 
pecially if we use easy credit as a 
leverage to over sell, we are planting 


the seeds for discouragement and even 
despair on the customer’s part when 
the payments are due and once Mr. 
Customer loses heart and resigns him- 
self to the thought of continual debt, 
we have gone a long way toward ruin- 
ing that customer. 

“While we cannot perform miracles 
which will increase the income of our 
territory, we can, by our selling meth- 
ods and our counsel, assist our cus- 
tomers in making that income cover 
their needs and some of their wants. 

“Commerce has been defined as the 
process of supplying the needs and 
wants of mankind. 

“In the hardware trade, perhaps 
more than in some others, we are con- 
tinually confronted by the two demands 
of the customer—his needs and his 
wants. There is no sharp line of de- 
markation between them and very fre- 
quently the customer does not analyze 
his proposed buying closely enough to 
see clearly what he needs and what he 
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merely wants. Without assuming to 
superior wisdom, we should be able to 
distinguish between their needs and 
their wants and adjust our selling ef- 
forts, our terms and even our collec- 
tions accordingly. 

“Our customer may need paint for 
his house but he may want a radio; his 
wife may need a washing machine but 
she may want something else. 

“Tf the customer is able to buy both 
his needs and his wants, we are glad, 
but if he cannot or should not buy both, 
there comes a real test of salesman- 
ship, for it is a queer fact about many 
people that it is easier to sell them their 
wants than their needs. 

“To follow the line of least resistance 
in every case is not true salesmanship. 
In considering our customer’s needs 
and wants, as we survey our trade ter- 
ritory, it is well to remember that our 
keenest competition is not our brother 
hardware merchant, but the fellow in 
some non-essential line who is cater- 
ing to our customer’s wants without 
regard to his needs.” 


Squibbs Sees New Era 


“Farmers are recognized as the back- 
bone of our nation, and the speeding 
up of industries, stability of labor con- 
ditions and the rise of business condi- 
tions depend on them,” H. A. Squibbs, 
sales manager, fence department of the 
American Steel & Wire Company of 
Chicago, told members. 

“The United States is standing on 
the threshold of a new era of busi- 
ness developments, basic industries are 
assured stability for 1925, due to the 
proper legislation and the increasing 
of farmers’ crops. I do not look for 
jumps in business during this year, but 
a steady and slow pickup in every line,” 
he continued. 

“The 1925 business will not be handed 
to you on silver platters for compe- 
tition will be keen and two of the great- 
est principles you can follow are cour- 
tesy and service. 

“The child of today is a customer 
tomorrow and children should be shown 
courteous treatment as well as other 
customers,” he declared. “Be an op- 
timistic business man, for business will 
only be as good as you make it and 
don’t relax and ride with the tide of 
business conditions. In the next three 
vears the prosperity of our nation will 
be limited to loyalty, patriotism and 


CATALOGS 


The Ken-Wel Sporting Goods Co., 
Inc., Gloversville, N. Y., has issued its 
1925 baseball catalog which clearly 
describes and illustrates the new Ken- 
wel line of baseball goods, featuring 
many famous player models among 
which are the Dazzy Vance, Bucky 
Harris, Eddie Rousch, Cy Williams, 
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business like manners of your men and 
1925 will be a stable year with an in- 
crease in business over last year.” 

Paul H. Stokes, Indianapolis, man- 
ager of the Research Service Bureau of 
the national association, spoke on 
“Hardware Prospects for 1925.” 

Speaking on the relation between 
salesmen and dealer, W. J. Spencer, 
Saginaw, said in part: 

“The life of industry depends upon 
a proper balance between the produc- 
tion and consumption of manufactured 
goods. To maintain that balance, has 
been built up the complicated machinery 
of distribution of which your business 
and mine are a part. The distribu- 
tion of manufactured goods runs along 
three main lines; the mail order house, 
the chain store and the regular route 
from manufacturer, through wholesaler 
and retailer to consumer. It is in this 
regular route that the salesman finds 
his place. 

“The dealer cannot possibly visit all 
the factories where the goods he sells 
are made, neither can he go to his 
wholesaler whenever he needs goods— 
hence the salesman.” 


Salesman an Envoy 


Mr. Spencer characterized the sales- 
man as an envoy of producer or dis- 
tributor, the link between retailer and 
the other factors; and urged dealers 
to recognize, appreciate and utilize the 
abilities of salesmen. 

G. M. Alden, Grand Rapids, in a talk 
on community development urged 
Michigan hardware men to participate 
more in the social, civic, moral and 
commercial life of their respective com- 
munities. 


Lee on Salesmanship 


“People come to your store today 
and they may not buy, but if they are 
courteously received and your store 
is neat and clean, the stock attractively 
displayed. properly marked and reas- 
onably priced. you probably have made 
a favorable impression and they will 
return tomorrow and make their pur- 
chases.” sugtested J. H. Lee. Muske- 
gon, in his talk on the forming of a 
favorable impression. He continued in 
part: 

“Salesmanship is not a lot of talk. 
for sometimes an unfavorable imvres- 
sion is made by too much talking. Talk- 
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and easily read cost 


sheet. 


Vaughn & Bushnell Mfg. Co., 2114 
Carroll Ave., Chicago, Ill., has issued 
catalog No. 24, covering the company’s 
line of V. & B. hand tools. The new 
catalog voids all previous issues. 
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ing is necessary and suggestions are 
fine and perfectly proper if diplomati- 
cally done at the right time by the 
right person and to the right person. 

“Salesmen must not only possess a 
knowledge of the merchandise they 
sell, but they must also be able to 
speak in such a way that the informa- 
tion, which they posess, is delivered to 
the customer in such an understandable 
form that the customer may see and 
understand as the salesman sees and 
understands.”’ 


Team Plays by Sheets 


“Because the retailer performs the 
final function in the distribution of 
essential commodities, and because he 
is the only link in the distribution chain 
with which the public is in constant 
contact, it is not surprising that in 
the current general discussion of this 
subject, he should be thought largely 
responsible for the leaks which are 
supposed to affect distribution, said 
National Secretary H. P. Sheets as 
part of his address on team play in 
business, which concerned largely work 
of the National and State associations, 
their merits, functions and possibilities. 

In his report as State secretary, Ar- 
thur J. Scott, Marine City, told the 
membership that Michigan’s associa- 
tion was still in the lead numerically. 
He told how field secretary Nelson and 
other officers made calls on 940 mem- 
bers during the past years, the work 
accomplished on these calls, and gave 
other data pertaining to the organiza- 
tion’s activities. 

Many questions of interest to dealers 
were considered at the question box 
session Wednesday night. Simplifica- 
tion of stock in which dealers are 
making progress was a live,issue. An- 
other matter was the practicability of a 
dealer buying other lines than hard- 
ware for competitive purposes, what 
news lines can be readily adapted to 
the hardware business, advantages or 
disadvantages of handling radio, job- 
ber competition and the jobbers’ func- 
tion in the claim of distribution. 

The question box was in charge of 
George W. McCabe, Petoskey; Charles 
A. Ireland, Ionia, and Herman H. Dig- 
nan. Owosso. 

Warren A. Slack, Bad Axe, gave an 
instructive talk on credits and collec- 
tion. D. D. Walker. Detroit, spoke on 
“Store Atmosphere.” 


The company makes a very 
varied line of cooking and heating 
stoves for all kinds of fuel. 


Frank Coles Dies 


Frank Coles, president of the Ash- 
land Sheet Mill Co., Ashland, Ky., died 
at his home on Feb. 10. Mr. Coles was 





connected with the Ashland Coal and 





| Iron Railway for more than fifty years 
| and was 79 years old at the time of his 
death. He was a Civil War veteran. 





Muddy Ruel, Joe Judge, Eppa Rixey, 
Sammy Bohne and Bubbles Hargrave 
models. 


The Western Block Co., Lockport, 
N. Y., has issued illustrated catalog 
and price list No. 25 covering the com- 
_pany’s Anvil Brand line of tackle 
blocks, of wood, steel and malleable 
‘iron. Surpless, Dunn & Co., New York Bonney Forge & Tool Wks. 
City and Chicago, are sales representa- | 

tives for the manufacturer. | Lewis E. Smith, has been made sales 
/manager, of the Bonney Forge & Tool 
Works, Allentown, Pa., Mr. Smith was 








The Goulds Mfg. Co., Seneca Falls, Smith Now Sales Manager 


N. Y., has issued catalog M, covering 
the Goulds line of hand and power 
pumps, water systems, sprayers and 
accessories. It was planned primarily | 
to make it a quick reference book for 





The Baker Stove Works, Belleville, 


the dealer. Features are: a complete IIl., has issued catalog No. 36 and Sup- | formerly connected with the Billings & 
simplified line indexed visibly; large | plement No. 38, which illustrates and | Spencer Co., Hartford, Conn., as sales 
illustrations in colors; selling points | describes the Baker line of stoves and | manager. 
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H. W. Addison New President Minn. Assn. 


Important Trade Subjects also discussed at meeting of Minnesota Retail 
Hardware Association, held at St. Paul, Feb. 17-20 


\ / HILE it was not scheduled on the printed 
program, the members of the Minnesota 
Retail Hardware Association at their 

convention in St. Paul.the week of February 
developed considerable discussion on the peddler 
menace and were successful in getting some 
immediate action on the part of the state legis- 
lature which was also in session, which will 
probably be of material aid in curbing the 
peddler competition in Minnesota. Richard G. 
Brophy, secretary of the Owatonna Chamber 
of Commerce, was called upon at the hardware 
meeting to explain the successful plan that had 
been put in operation in his town to stop the 
house-to-house canvassers and which was ex- 
plained at length in a recent issue of HARDWARE 
AGE. State Senator Serline, author of an anti- 
peddler bill, gave some additional facts and dis- 
cussed the purpose of his proposed bill. The 
Western Editor of HARDWARE AGE gave to the 
convention some of the facts and figures ob- 
tained during that publication’s campaign 


against peddlers, after which several of the 
dealers present gave their experiences. As a 
result of the discussion a committee was ap- 
pointed to go to the State Capitol that same 
afternoon to be present at the first reading of 
Senator Serline’s bill. This committee was able 
to report back later that same day that they 
were instrumental in getting through an unani- 
mously favorable report on the bill and that 
the chances for it to eventually become a law 
were excellent. The proposed law, briefly, makes 
it necessary for peddlers in the state to pay a 
license fee of $25 and also furnish a bond of 
$1000 in every county in which they solicit. It 
also repeals a present law which makes it obli- 
gatory for any city or town in the state to 
allow ex-soldiers and sailors the right to peddle, 
this feature being enthusiastically supported 
by the American Legion, and farther the bill 
specifically grants any municipality the right 
to charge additional fees and make additional 
requirements before licenses are granted. 





Another feature of the convention 
program that created an interesting 
and valuable discussion by the mem- 
bers was a talk given by M. S. Norton, 
manager of the radio department of 
the Warner Hardware Co., Minneapo- 
lis. Mr. Norton started his talk with 
the assertion that radio retailing in 
this country would be stabilized just 
as soon as the manufacturers clearly 
defined in their own minds who the 
retail seller was to be and protected 
that seller against the unethical meth- 
ods of other manufacturers and “gyp” 
competition. He likened radio to the 
automobile industry, stating that the 
present day automobiles were manu- 





factured on the same basic principles 
as they were when they first came into 
general use and that radio likewise had 
not and would not change materially in 
basic principles, and that the only 
changes to be looked for were in cabi- 
net designs, just as the automobiles 
changed little except in body design. 

He stated that the purchasers of 
radio could be divided into three broad 
classes: First, the “nut,” whom he de- 
fined as a man who was always experi- 
menting with some freak hookup and 
who will “use two dollars worth of 
your time in making a twenty-five cent 
purchase”; second, the “fan” who is an 
intelligent student of radio and is well 





worth cultivating, not only for the busi- 
ness that he brings into the store but 
for the practical knowledge that he is 
able to impart; and third, the buyer 
who knows little or nothing about radio, 
but who wants a manufactured set and 
is willing to pay the price of a good 
one. 

Mr. Norton advised that in order to 
successfully retail radio the dealer 
should install an outfit in his own 
home that he may gain some practical! 
knowledge of the uses and possibilities 
of it, and that he also encourage his 
clerks to do likewise. Following Mr. 
Norton’s talk there was a general dis- 
cussion on the subject of radio and 
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much sound practical advice given as 
to the business. 

“What Variety Goods Wil! Do for 
the Hardware Store” was the subject 
of a talk by J. L. Culver, sales man- 
ager of Butler Bros., Minneapolis, in 
which he pointed out the necessity of 
the hardware man meeting present day 
conditions by making a bigger bid for 
women patronage in his store. “Vari- 
ety goods,” as Mr. Culver defined them, 
were nothing more than “home goods” 
or accessories which every woman 
needed in her home, and if the hard- 
ware man did not make it easy for her 
to obtain them in his store she would 
naturally turn to the department 
store, racket store or drug store. He 
asserted that there were six rules in the 
merchandising of variety goods, which 
if followed would spell success. These 
were: (1) To have ali articles on ta- 
bles where they would be easily acces- 
sible to the woman customer; (2) to 
group the items as to price, putting all 
the ten cent items on one table, the 
twenty-five cent items on another, and 
so on; (3) to have price cards on every 
group of items, as well as en each item; 
(4) to keep the display in good order 
and dusted; (5) to “sweeten” up the 
display with new items from time to 
time, and (6) to select leaders and put 
them in the windows together with 
prominent price cards. 
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Henry A. Squibbs, manager of the 
fence department of the American Steel 
& Wire Co., Chicago, was a speaker 
on the program who needed no intro- 
duction to the members, and his talk 
on “Business Conditions and How to 
Capitalize on Them” carried with it 
much sound advice. He stated that 
“business in 1925 would be just as 
good as you make it,” and many in- 
teresting suggestions as to how busi- 
ness might be stimulated. He empha- 
sized the necessity of courtesy in deal- 
ing with your customers and gave 
many examples of where sales were 
lost or made through the treatment 
accorded the purchaser. 

The National Retail Hardware As- 
sociation was represented at the Min- 
nesota convention by Rivers A. Peter- 
son of the Hardware Retailer, and in 
his talk on the “Problems of the 
Day” he reviewed the activities of the 
national organization in its simplifi- 
cation program; its campaign against 
exaggerated percentages of dealers’ 
profits being broadcast by manufactur- 
ers, and called particular attention to 
the various resolutions passed by the 
National Retail Hardware Association 
at the convention in San Francisco last 
June, urging that each individual dealer 
give his support to these resolutions. 

The theme underlying the whole con- 
vention was “How to Sell Your Goods” 
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and a decided feature of the convention 
program were the snappy short talks 
by various of the dealers who have 
been outstanding successes in some 
branch ‘of hardware merchandising. 
Among these talks by the dealers 
were “Selling Wire Fencing,” by 
George Hamlin, Spring Valley, Minn.; 
“Why I Make My Store a ‘Gift of Util- 
ity’ Store,” by Theo. Suennen, Hudson, 
Wis., and “How I Sell Radio,” by Ed. 
Juni, Jordan, Minn. Other speakers on 
the rather crowded program were E. B. 
Gallaher, editor of the Clover Business 
Service, Norwalk, Conn.; Dalton M. 
Andrews, Western Editor of HARD- 
WARE AGE, and B. F. Van Kammel of 
the American Multigraph Co. 

The convention sessions were held in 
the Y. W. C. A. Building, while the 
Municipal Auditorium across the street 
housed nearly one hundred and fifty 
exhibits of manufacturers and jobbers. 

On the last day of the convention 
the annual election was held, H. W 
Addison, Marshall, being elevated to 
the position of president; N. E. Given, 
Bemidji, made vice-president, and V.S. 
Wedge, Sauk Centre, elected to the ex- 
ecutive board, and the other members 
of the board reelected. At the board 
meeting immediately following’ the 
close of the convention C. H. Casey 
was reelected secretary and treasurer. 


Who Bears the Loss if the Bank Fails? 


By Elton J. Buckley 











gives B a check, with plenty of money in bank 
to meet it, but before the check is presented and 
paid the bank fails, who bears the loss? Is A entitled 
to consider the debt paid, or can B contend that as a 
check is not legal tender, there is no payment until 
the check is paid? This is the interesting question 
raised by the following letter from a Western reader: 
Kindly favor us by advising what you consider a 
reasonable time in which a bank check should be 
cashed, and for what period of time the one who 
issues the check is liable. We have an instance here 
of giving a check to a local party on a bank which 
closed its doors over two months after the check 
was issued and delivered, but before it was pre- 
sented to the bank for payment. Please advise us 
if the party who issued this check is still liable to 
the payee. Since there have been so many hundreds 
of bank failures in the Central and Northwestern 
States, it might be of interest generally to business 
men to write an article on the status of checks 
issued against such banks which later are closed. 


T. H. & I. B. 


Let me say first that a check has no standing in 
law as payment. In other words, it is not legal 
tender. It is merely an order on some bank to pay 
certain money to the person who presents it, and for 
several reasons the bank may not do it. If it doesn’t, 
there is no payment and the creditor can demand pay- 
ment of the debtor again. That is, he can usually 
do that. There is one condition under which he can’t 
demand payment again. If there was plenty of money 
in bank to meet the check, and the payee delayed 
presentation until the bank failed, the loss falls on 


\ \ ] HEN A, in settlement of a business obligation, 


the payee, because if he had been on the job he would 
have had his money. This answers part of the ques- 
tion asked by the correspondent. The other part is, 
what is a reasonable time to present a check after 
receiving it? 

The uniform negotiable instruments law, which is 
in force in most States, contains this provision: 


A check must be presented for payment within a 
reasonable time after the issue, or the drawer will 
be discharged from liability thereon to the extent 
of the loss caused by the delay. 

Note here that the maker of the check goes free 
only to the extent of the loss, that is, if loss has 
occurred. If no loss has occurred he still owes the 
money. For instance, suppose in the case cited by 
the correspondent the bank hadn’t failed within the 
two months of delay that occurred in the presentation 
of the check. Of course, the holder of the check 
would be entitled to his money just the same as if he 
had presented it promptly. Or take another illustra- 
tion: Not long ago a client of mine, a good fellow 
but inclined to be careless, held for five weeks the 
check of a man who owed him money. When he pre- 
sented it for payment he found that the debtor had 
closed his account. Understand there had been no 
failure, the depositor had simply transferred his funds 
to another bank. He refused to give my man another 
check, however, contending that if he had presented 
the check in time he would have had his money. Of 
course there was nothing to this and his own attorney 
so advised him, whereupon he gave another check. 
No loss had occurred to anybody during the delay, 
therefore the debtor still owed the debt. 


(Continued on page 104) 
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Trade Topics Before Montana Convention 


Proposed St. Lawrence waterway also topic at 17th Annual Convention of 
Montana Implement and Hardware Ass’n, held at Helena, 
Feb. 13-14. W. H. Barnett elected president 


HE seventeenth annual convention of the 
Montana Implement and Hardware Asso- 
clation met at the Placer Hotel, Helena, 
Implement and hardware. 
dealers of the State attended and participated 
freely in discussions on “The Glorified Ped- 
dler,” the proposed St. Lawrence waterway, 
and on other important topics of interest to 
implement and hardware men. 


Feb. 13 and 14. 


In his annual address President Wil- 
son said in part: 

“The object of this association is to 
bring together all merchants selling 
implements at retail, and all retail 
hardware dealers and the various fac- 
tory and jobbing house representatives, 
whom we are only to glad to include 
in our membership. We meet for the 
purpose of getting better acquainted, 
and study ways and means of better 
and more economical service to the 
farmer, to exchange trade ideas and to 
study out ways of improving the stand- 
ing of the retail hardware merchants. 

One of the principal subjects of dis- 
cussion will be that of the peddler, a 
great and fast growing menace to re- 
tail merchants of today. This is a 
hard, knotty problem, and will be thor- 
oughly discussed this evening by H. W. 
Schnell, who has devoted to it a great 
deal of his time in the past few months. 


Better Times in 1925 


“In looking forward to what 1925 
might have in store for us everything 
points toward the long looked for con- 
ditions of better times—not a boom but 
a steady move forward which means 
stability. The purchasing power of the 
farmer has been in proportion to his 


W. H. Barnett of Harrison was elected presi- 
dent, to succeed restiring President C. W. 
Wilson of Helena. 
Falls was chosen vice-president. 
Treasurer A. C. Talmage, Bozeman, was re- 
elected. Great Falls was chosen as the conven- 
tion city for the 1926 meeting. 

President C. W. Wilson of Helena presided at 


W. A. Lundhal of Great 
Secretary- 


the business sessions. 


financial recovery. However, the 1924 
products of the farmer may rightly be 
called to a large extent a banker’s 
crop, as interest on mortgages, indebt- 
edness to banks and back taxes have to 
first be taken care of. The experiences 
of recent years have taught the farmer 
to buy sparingly, and he is following 
the plan at present, even though his 
buying powers are improved. 

“In our deliberations at these meet- 
ings let us remember that the ultimate 
value and success derived will be to a 
large degree measured by the thought 
and energy we as individuals put into 
them.” 

Secretary Talmage read the minutes 
of the previous annual convention, 
which were accepted in proper form. 
Mr. Talmage also read the treasurer’s 
report. 

In the question box competition from 
prison made twine and other products 
was discussed, and interest developed 
concerning present prices of farm im- 
plements. At this point Secretary Tal- 
mage, defending present prices for this 
equipment, said in part: 

“Trade papers, circulars and other 
means have explained why present 
prices on farm implements are not high. 
They cite costs of production and dis- 


tribution, and they are stating facts. 
But prices of farm equipment steadily 
advanced and until farm machinery is 
demanded we will see further advances. 
The laws of demand will always govern 
the cost of production. Some auto- 
mobile manufacturers have been able to 
reduce the selling price of their prod- 
ucts because the demand has permitted 
it. 

A. J. Ogward, State Agronomist, 
spoke on the relation between the in- 
dustries affected indirectly and directly 
by agricultural conditions. He urged a 
common understanding of agricultural 
problems. Mr. Ogward quoted various 
statistics pertaining to agricultural 
production in Montana as compared 
with other states, and gave compara- 
tive figures on production in the Ca- 
nadian Provinces. 

At the close of this talk the secre- 
tary was instructed to furnish Mr. 
Ogward with the names of all members 
of the Montana Association so that 
these dealers might receive printed 
matter pertaining to agricultural con- 
ditions. H. . Schnell of Kalispell 
spoke on “The Glorified Peddler,” a 
subject which the chair characterized 
as being of vital importance, a subject 
demanding immediate attention. 





“Planning 
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The Glorified Peddler 


Mr. Schnell’s talk will appear in full 
in a subsequent issue. Some of the 
high lights of his talk were as follows: 

“IT don’t think you men need to be 
told anything about the growth of the 
peddler method of distribution, if you 
want to call it that. I believe you are 
all familiar with it, and yet, at the 
same time, I can’t believe all of you are 
as familiar with it as you ought to be, 
and the best way I know of for you to 
satisfy yourselves as to what is going 
on, is to go to a magazine stand and 
buy one of the publications devoted to 
espousing the cause of house to house 
peddling.” 

Mr. Schnell continued with various 
statistics pertaining to gross sales vol- 
ume, developed by organizations ped- 
dling brushes, aluminum ware, hosiery 
and other items. 

He also spoke of suggested legisla- 
tion which he believed might help the 
situation. He urged a concerted effort 
of all hardware merchants and sug- 
gested that the cooperation of all other 
retailers in the State be enlisted in the 
campaign. The legislation is not to 
prohibit peddling, he explained, but is 
to tax peddlers an amount consistent 
with the taxes paid by legitimate mer- 
chants and citizens for public improve- 
ments, fire and police protection. The 
bill also provided that where peddlers 
collecting money in advance there must 
be a bond put up to protect the public. 
The speaker invited questions on this 
vital subject, and was asked by Mr. 
Rahn what would prevent a_ peddler 
from obtaining a vacant shack for $15 
or $20 a month, which would enable him 
to advertise the fact that he was going 
into business. He could use the shack 
for stocking goods, and then go ahead 
and peddle the goods just the same. 

Mr. Schnell said that such a contin- 
gency was covered in the Montana 
Transient Merchants’ Act, and that dis- 
tinction between a transient merchant 
and a peddler is as follows: 

“The itinerant goes to the person 
and solicits the order, and the transient 
merchant stations himself in one place 
and waits for the person to come to 
him. We provide that that person must 
pay a license of $10 a week, for the 
privilege of engaging in business. If 
he intends to become a merchant per- 
manently, residing in the community 


Husky Wrench Increases 
Capital Stock 


The Husky Wrench Company, 928 | 


16th Ave., Milwaukee, Wis., has in- | 


creased their capital stock from $50,- | 


000 to $90,000. 


They have added a | 


line of large Industrial socket wrench- | 


es to their line of standard inter- 
changeable socket wrenches for auto- 
motive maintenance work. 


Salesmen’s  ‘Terri- 
tories 


The Bureau of Foreign and _ Do- 
mestic Commerce, U. S. Dept. of Com- 
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permanently, he can put up a $1000 
bond in lieu of paying the license fee.”’ 

Mr. Schnell said that the greatest 
pressure against the peddler would be 
the right kind of publicity available in 
local newspapers. 

Mr. Benepe asked if the proposed 
law would require the peddler to show 
his license before offering goods for 
sale. The answer was yes, under pen- 
alty of facing a civil charge. 


Radio Today and Tomorrow 


Ernest E. Wolcott, Radio Corpora- 
tion of America, spoke on radio today 
and tomorrow. He told of the various 
improvements which have been made in 
radio equipment; of the great distances 
which first class reception sets are able 
to operate successfully. He said that 
the receiving set of today is a stand- 
ard piece of merchandise, which will 
be fundamentally unchanged, and that 
any changes will be in the nature of 
refinements, simplified operations and 
more economy in upkeep. Mr. Wolcott 
urged dealers to consider reputable 
lines of radio equipment such as they 
would pick reputable lines in other 
hardware departments. 

In closing he made a very significant 
statement which follows in part: “Of 
the possibilities which radio may do for 
us in years to come, we cannot even 
guess. Time alone will bring these out. 
The important thing to remember is 
that when you get in on the ground 
floor, as it were, tie in with radio, you 
are banking for yourself an asset which 
will pay you interest far beyond your 
anticipations. You are getting in with 
an industry with unlimited possibilities, 
an industry which will eventually be- 
come the motive force of the world, 
and an opportunity you cannot afford 
to miss.” 

Save the Surface Film 


On the second day of the convention 
the members convened at the Marlowe 
Theater, where a Save the Surface 
Campaign film was shown on the 
screen, accompanied by an address on 
the subject given by W. A. Bennett, 
Bennett Glass & Paint Co., Salt Lake 
City, Utah. Mr. Bennett told of the 
great progress of this campaign in its 
seven vears of existence. He urged 
dealers to use the Save the Surface cal- 
endars, literature, sales data,’ and in 
general to line up, for this organization 


N. Y. Manufacturer Moves 


_ products. 


The New York Brass Turning Co., | 


New York City, has moved into new 
quarters at 568 Broadway. The com- 
pany manufactures glass door knobs, 
builder’s hardware, and garden hose 
nozzles. 


F. W. Borger Dead 


Frank W. Borger, president of the 


Borger Bros. Boiler Works, Columbus, 


merce, Washington, D. C., has issued | 
trade information bulletin, No. 314, 


which is entitled “Planning Salesmen’s 
Territories.” 


Ohio, passed away at his home on Feb. 
10. He had been ill only one week, his 
death being due to pneumonia. 





Herold Now Sales Manager 


U.S. Electrical Tool Co. 
Mathew J. Herold has been appointed 
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was a means of greater profits in retail 
paint sales. He told the members of 
available advertising and display ser- 
vices which the campaign furnished. 
Reconvening at the convention hall, 
it was unanimously agreed to hold a 
three-day convention in 1926. It was 
also agreed to bring wives, sweethearts 
and daughters to subsequent conven- 
tions where adequate programs would 
be arranged to entertain the ladies. 
State Treasurer Harmon delivered 
an instructed address on the $2 wheat. 


The St. Lawrence Waterways 


A. A. Franzkee spoke on the work 
of the Great Lakes-St. Lawrence Tide- 
water Association. He urged dealers to 
recognize the importance of deepening 
the channel for ocean traffic up the St. 
Lawrence River into the chain of the 
Great Lakes. He said that this sub- 
ject had been receiving more or less at- 
tention for 75 years, and that such an 
available waterway was not only feas- 
ible but very practical, according to 
competent engineers. He stated that a 
committee of Canadian and American 
engineers had recently finished a report 
on the engineering features to be taken 
into consideration. Mr. Franzkee be- 
lieved that the report of this committee 
will go before the next Congress. 

He said the completion of the deep 
waterway would be a great stimulant 
to the industry and economic develop- 


-ment of the northwest country, be- 


cause it would furnish cheaper trans- 
portation, particularly on agricultural 
Mr. Franzkee urged the as- 
sociation and members to endorse the 
project and to inform their congress- 
men and senators of this endorsement. 
A motion to this effect was carried un- 
animously, and with great enthusiasm. 

John A. Doelle, secretary of the 
Great-Lakes-St. Lawrence, Tidewater 
Association. After a few facts and 
figures on the subject, an offer was 
made to send any interested party lit- 
erature pertaining to the project. 

At the banquet which closed the con- 
vention Norman B. Holter of Helena 
acted as toastmaster. Speakers of the 
evening were Governor John E. Erick- 
son, Chancellor Brennon of the State 
University, and Harry Cunningham, 
vice-president and general manager of 
the Montana Life Insurance Co., Hel- 
ena, Mont. 


Devoe Philadelphia Branch 
Holds Sales Meeting 


An interesting sales meeting was 
held by the Philadelphia Branch of De- 
voe & Raynolds Co., Inc., at the Old 
Colony Club, in the Bellevue-Stratford 


_ Hotel, Philadelphia, on Saturday, Jan. 


sales manager of the United States | 
_ the new 1925 “Save the Surface Film,” 


Electrical Tool Co., Cincinnati. Mr. | 


Herold was formerly associated with 
the Wood-Jones Co., Minneapolis. 


| 


31. The session, which occupied the 
entire day, was attended by 25 mem- 
bers of the sales staff, with their wives. 

P. Le B. Gardner, director of sales of 
the Devoe organization; R. C. Thomas, 
eastern division general sales manager, 
and R. A. Church, architectural depart- 
ment, all of New York, were present. 
Outside speakers were Mr. McHargue 
of the Saturday Evening Post and E. 
A. Riley of LaSalle Extension Univer- 
sity. 

The features included a showing of 


a physical examination of “Pep Test” 
for salesmen and a blackboard "i. 
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Question Box Feature of lowa Convention 


W.F. Mueller elected president of Iowa Retail Hardware Association 


to succeed C. A. Knutson 


convention and exhibit of the Iowa Retail 

Hardware Association, held Feb. 10 to 12, 
Hotel Savery, Des Moines, was marked by an 
interesting and instructive question box discus- 
sion on problems pertinent to retail hardware 
store operation. 

A committee of three,-L. C. Abbott, W. D. 
Hunt and T. A. Nichols, had charge of this 
feature of the convention, and as a result of 
their leadership there were free discussions of 
the most of the problems common to the hard- 


| 1 ACH session of the twenty-seventh annual 


window displays, advertising, jobber competi- 
tion, the peddler menace, and many others 
were discussed and the experiences of the many 
dealers taking part brought out much valuable 
information. 

W. F. Mueller of Fort Dodge was elected to 
the presidency, succeeding retiring President 
C. A. Knutson, Clear Lake; Albert Bojens, 
Atlantic, vice-president, and D. W. Forsyth, 
Mystic, was the new member added to the 
board of directors to succeed Mr. Bojens. The 
other directors were all reelected, as was A. R. 





ware business of today. 


In his annual address President C. 
A. Knutson outlined the work accom- 
plished during the past year by both 
the State and National associations, 
and summed up the conditions facing 
the hardware dealers of Iowa, as fol- 
lows: 

“Business in the past year in most 


cases was rather disappointing, with’ 


low prices for our agricultural prod- 
ucts causing bank failures and a gen- 
eral slump, the attitude of the pub- 
lic was rather discouraging until the 
November’ election returns’ began 
coming in, our confidence in the people 
of our State and Nation was again re- 
stored and every indication is that 1925 
will show a marked improvement over 


1924. 
Boom Not Wanted 


“We need not look for a boom nor do 
we want it. What we do want is a slow, 
steady return of business conditions. 
Neither can we look for much lower 
prices in hardware. There will be 
some readjustment of prices on various 
items, but I do not look for any radical 
declines; with labor in all its branches 
organized the way it is, manufacturers 
cannot maintain the wage scales and 
sell goods at pre-war prices.” 


Store arrangement, 








One of the many interesting talks at | 


Sale, secretary 


the convention was that of Charles 
Henry Mackintosh of Chicago, past 
president of the Associated Advertising 
Clubs of the World, onthe subject “How 
to Sell More Hardware.” Mr. 
intosh pointed out the utter 
sales effort on the part of the “iron- 
mongers” of England, but spoke highly 
of the stock keeping methods of that 
country where it is customary to carry 
articles at a range of prices rather than 
a range of articles at the same price. 
He stated that the average cost of 
overhead in Great Britain was only ap- 
proximately half of what it was in the 
United States. He further stated “The 
average merchant or clerk is inefficient 
in selling because they are too close to 
their business and their merchandise— 
they think in terms of their store and 
merchandise, whereas selling does not 
consist of selling goods at all. Whata 
real salesman does sell is the use of 
the goods. You as a salesman must not 
try to make sales; if you do, you set 
up ae resistance against yourself. 
People don’t want to be sold. 
want what they can use or need or 
what will add to their convenience or 
comfort more than the price they pay 
for it. 

‘All that the salesman has to do is to 








They | 


say to himself ‘what will this article do | 


and treasurer. 


for that customer that will make him 
want it?’ Don’t talk about a stove that 
you are trying to sell as to the quality 
of steel that is in it, but talk of what 
the stove will mean in comfort and con- 
venience to the housewife who buys it. 

“For instance, take a simple little 
thing like a flashlight—your customer 
is not going to buy a flashlight from 
you just because you advertise that it 
is marked down from $1.10 or $1 to 98 
cents. They think that is real selling in 
the average hardware store, but it is 
not. That advertisement might attract 
people who already know they want a 
flashlight and have been waiting for 
the price to be cut down, but price 
does not make the sale. Men, espe- 
cially, will not buy a thing just because 
the price is marked down, although 
some women are in a habit of doing 
this. But suppose the merchant sug- 
gests the use of that flashlight—tells 
how the days are getting shorter, the 
convenience in going down cellar at 
night or putting the car away in the 
garage. You can add ten per cent to 
the volume of business in your store 
during 1925 if everybody in the store 
will do that with every item instead of 
displaying a line of meaningless articles 
to the customer. Think of the things 
that the customer has already bought 
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and what things he really needs to go 
with the things that he has bought.”’ 


Keep Old Customers 


In speaking of holding customers, 
Mr. Mackintosh said, “Your most im- 
portant customer is not your new cus- 
tomer—keep the old customer. It near- 
ly always costs you more to get a new 
customer into your store than you get 
out of it, but if he keeps coming and 
becomes a’ regular customer, that is 
what counts and you will make a profit 
on him if he will come back, again and 
again. 

“Your old customer is your best cus- 
tomer and your best booster. Go after 
the old customer or you may lose him 
—or if you have lost him and you no- 
tice on your books that ‘so and so’ has 
not been in for some time to buy any 
of your goods, find out the reason. Ask 
him if it is through any fault of yours, 
or your clerks or if any goods pur- 
chased from you were unsatisfactory— 
if so, be glad to adjust matters. Just 





came back. 
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asking why, 33 replied and 28 of them 
The business of that 28 
amounted to $4,200 to that merchant 
during the year. Some customers don’t 
know why they drift away, but when 
they find that the merchant misses 
them and wants them back, they are 
surprised and pleased.” 


National Secretary Spoke Twice 


Herbert P. Sheets, secretary and 
treasurer of the National Retail Hard- 
ware Association, appeared on the con- 
vention program twice, both of his 
talks dealing largely with the activities 
of the National Association office and 


‘how these activities affected the indi- 


| associations. 


members of the various State 
He called particular at- 


vidual 


tention to the resolutions passed last 
'June by the National Association con- 
‘vention at San Francisco, and stated 


try that and you will see that at least | 


30 per cent of them will either give you 
an excellent understandable reason why 
they are not dealing with you or will 
come back and deal with you again. 
One merchant who lost 37 customers 


during the year, wrote them a letter | ganized to sell at retail. 


} 
| 


that those resolutions were of little or 
no value unless the individual members 
carried them out in the conduct of their 
own business. 
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wholesale prices not only demoralizes 


his customers’ trade, but increases his 


own operating costs which must be 
eventually retiected in prices to the 
dealers anid thence to the consumers 


_who consequently pay for the price con- 
'cessions to the few. 


“Wholesalers are insisting that a 
large portion of their current orders 
from retailers are so small as to be 
wholly unprofitable. If the small 
orders of regular customers are un- 
profitable, how much more unprofitable 
must be the smaller sales to consumers 
on the theory that added volume is an 
advantage. But the evil of retail sell- 
ing by the wholesalers must be cor- 
rected by the direct influence of the 
retailers. The Association can protest 
and admonish but it can not force an 
acceptance of retail opinion. Only re- 


_tailers themselves can do this, since 


they are the buyers. 


If retailers should 
send a flood of protests to those from 


whom they buy, there is little doubt 
' but their voice would be effective.” 


In speaking of the rather prevalent | 
practice of retail selling by wholesale 


hardware firms, Mr. Sheets _ said, 
“Such selling can not be justified. The 
wholesaler’s job is to supply retailers 
in wholesale quantities. He is not or- 
Retailing at 


Other speakers on the program were 
Thomas J. Norton of Chicago, who gave 
a splendid inspirational talk entitled 
“The Supreme Court and Labor,” and 
J. A. Tracy, state fire marshal, who 
talked on “The Causes and Dangers 
of Fire.” 











Attractive display is one of the reasons for the unusual success in the all-year sale of 
toys enjoyed by Reilly Bros. & Raub of Lancaster, Pa. 
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Governor of Idaho Urges Dealers to 
Give More Advice to Farmers 


to Combat Mail Order Houses 


All Officers Reelected by Idaho Convention, Which 
Urges Paint Manufacturers Toward 
Greater Simplification 


DDRESSES by both the Governor and 
Lieutenant Governor of Idaho, the unani- 
mous reelection of the incumbent officers, 

and the adoption of resolutions, (1) urging 
paint manufacturers to effect greater simplifi- 
cation of their products; (2) requesting manu- 
facturers to raise their list prices and allow 
more liberal discounts on repair parts, and (3) 
urging manufacturers and jobbers to do what 
they can to discourage price cutting, were the 
features at the fourth annual convention of the 
Idaho Retail Hardware & Implement Dealers’ 
Association, Feb. 18 to 20, at the Owyhee Hotel, 


Speaking from an extensive experience in 
farming, the Hon. C. C. Moore, Governor of 
Idaho, stated that the implement dealer often 
knows more than the farmer does about what 
the farmer needs. It is the duty of the dealer, 
the Governor said, to educate the farmer in 
modern methods for his own good. 

“The implement dealer,” he said, “should ad- 
vise the farmer as to the uses and values of, 
and his relative need of, different articles and 
implements. He should give the farmer the 
benefit of his knowledge and experience, and 
should give practical demonstrations about the 
proper way to operate implements if it is neces- 
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Boise, Idaho. 


“With more timely information and 
advice to farmers there would not be so 


much money going to mail order houses. | 


' 
; 


| 
’ 


| 


You as dealers succeed in proportion to | 


the way the farmers of your community | 


succeed, and it is up to you to help the 
farmer and in that way contribute to 
the general good of your community, 
your State and your Nation.” 

In his annual address as_ president 
of the association C. M. Merrick, Buhl, 
gave an extensive review of the asso- 
ciation activities during the past year, 





and dwelt at length on the work that | 
was accomplished at the national con-_ 


vention at San Francisco, Cal., last | 


June. 
Committees 


The committees appointed by the 
chair were as follows: 

Trade Relations—H. C. Baldridge, 
Parma; W. H. Commerer, Emmett; G. 
K. Hunt, Twin Falls. 

Legislative—L. E. Salladay, 
Falls; R. K. Davis, Boise; C. S. 
bill, Nampa. 

Membership—A. L. Gowen, Nampa; 


Twin 
Gray- 





Harry Sweet, Montour; J. T. Roberts, 


Twin Falls. 


Resolutions—J. L. Koithly, Midvale; | 
Roy White, New Plymouth; H. P. Mins- | 


tor, Parma. 


In his report Secretary E. E. Lucas, | 


Spokane, Wash., stated that the Idaho 
association membership had increased 
during 1924 from 60 to 105 members. 

S. F. Worswick, San Francisco, Cal., 
gave a talk on the importance of smiles, 
personality and good will in business in 


which he stated that the firmest foun- | 


dation of business success is the good | 


will created by years of honest mer- 
chandising and service. 

A number of short talks were also 
featured on the program in which 
manufacturers’ representatives outlined 


{ 
| 


sary to do so. 


in the production of various commo- 
dities common to the hardware store. 


1925 Business Prospects 


C. S. Braybill, Nampa, in his talk 
on the sales possibilities of 1925 in re- 
lation to the implement business, said 
that “conditions depressing the agri- 
cultural industry had worn themselves 
out, and that dealers whose warehouses 

















E. E. Lucas, secretary 


were well filled now, will find them prac- 
tically empty this fall for the first 
time in years.” 

Speaking on the future of the hard- 


the manufacturing processes involved! ware and implement business, the Hon. 








| J. P. Mehlhaff, dealer of American 


Falls, and a member of the Legislature, 
said in part: 

“Hardware is one of the largest lines 
in scope and the future of the business 
will be what we make it. True you can 
fine some hardware in almost all other 
stores, even pool halls. They use a 
little hardware as leaders, but if hard- 
ware is a good thing for them to use 
for advertising, why not advertise a 
little more ourselves. He must have 
better displays and use pricecards. We 
lose a lot of business to mail order 
houses and peddlers. This can be cor- 
rected by more and better advertising. 

“It is necessary for the proprietor, 
or manager, to know his stock and un- 
derstand his business, but it is even 
more necessary for him to understand 
his clerks and train them how to meet 
the public and how to sell goods. 

“Turnover is vital. The average 
hardware merchant turns his stock two 
or three times a year. He should turn 
not less than six times a year. This 
can be accomplished by buying the right 
goods at the right times and not over- 
stocking. Faster turnovers enable us 
to operate on smaller margins and 
meet competition, especially of mail 
order houses. 

“Every dealer should go on a strict- 
ly cash basis. Thus again he can sell 
on a closer margin. Credit business 
has ruined many merchants, and the 
credit customer too often spends his 
cash elsewhere. If any one needs 
credit he should go to the bank for it. 
If the customer’s credit is not good at 
the bank, why should it be at the 
stores? 

“The outlook for the implement busi- 
ness is promising. Since the war there 
has not been many implements sold, so 
the result is, machinery is worn out 
and the farmer is compelled to buy 
new, and the mail order houses cannot 
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give the service necessary to get much it’s all over. It was pointed out that 


business in this department.” 


freight charges are a big item of cost 


S. R. Miles, manager, store service, | in the West, and that especially on re- 


of the National Retail Hardware As- 
sociation, Indianapolis, Ind., spoke at 


points on the necessity of accurate re- 
tail records. 


Credit or Cash? 


Speaking on the subject of credit, J. 
T. Roberts, credit manager of the Con- 
solidated Wagon & Machine Co., Twin 
Fells, said in part: 


‘“‘Some business may be done on a cash | 


basis, but most of it must be on credit, 
especially large stuff—machinery. The 
installment plan seems to endure—and 
have merit. Not only autos are being 
sold more largely on installment plan. 
Now here is a vital principle: No man 
will take care of your property when 
he has no money interest in it, as he 
will when he has money invested in it. 
Take your cutsomer into partnership. 
On all installment sales require a sub- 
stantial down payment. The sooner we 
all do that the better. A large concern 
had $3,000,000 on its books. It was on 


the verge of bankruptcy, when it was 


reorganized on that principle, and is | 


now going good.” 


| 


length, using charts to illustrate his | 











Under question discussions led by S. | 


R. Miles, it was argued the best way 
to get better margins is to pay better 
attention to long profit items, and less 
to short profit items. Mr. Miles ex- 





plained the difference between markup | 


and margin; markup is the prices you 
set or try to get, but things happen: 
margin is what you actually get after 








Re-elected Officers 


The following continue in office 
for another year, as officers and 
directors of the Idaho Retail Hard- 
ware and Implement Dealers’ 
Association: 


OFFICERS 


C. M. Merrick, President, Buhl, 


Idaho. 


L. W. Spaulding, Vice-Presi- | 


dent, Payette, Idaho. 
E. Lucas, Secretary-Treas- 
urer, Spokane, Wash. 


DIRECTORS 


R. K. Davis, Boise, Idaho. 

A. L. Gowen, Nampa, Idaho. 

W. H. Cammerer, Emmett, 
Idaho. 

G. H. Rosevear, Glenns Ferry, 
Idaho. 

L. E. Salladay, Twin Falls, 
Idaho. 








pairs and parts, discounts allowed by 


manufacturers are usually inadequate. 


As to the best plan of preventing price 
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cutting, Miles urged the education of 
the retailer to know his costs, and Rob- 
erts and Salladay commended local and 
community organizations. 

“Can nails be retailed at 6 cents per 
pound at a profit?” 

Costing $4.75 base or 5 cents, plus, 
for staple descriptions, selling at 6 
cents, gives 16 2-3 per cent gross mar- 
gin. With an average cost of doing 
business nearly 24 per cent, the answer 
is, No.” 

“Can you get more than 6 cents?” 


Most of those present get from 6% to 


7% cents. 


Entitled to Fair Profit, Says 
Lieutenant-Governor 


The Hon. H. C. Baldridge, Lieuten- 
ant-Governor of Idaho, and past presi- 
dent of the Idaho hardware convention, 
in his address before the convention 
said that store arrangement and the 
service that the individual dealer gives 
his customers are vital factors. 

“Of course,” he said, “we don’t want 


our stores to become a rendezvous for 


loafers, but we don’t want to discour- 
age visits from either good customers 
or reputable citizens, even to the extent 
that they make it an occasional meet- 
ing place for an agreeable bunch. Are 
you taking an interest not only in your 
business, but also in making your com- 
munity a better place in which to live, 
and therefore a better place in which 
to do business. For, if we do nothing 
but make money, we are not really suc- 
cessful. But the man in business, per- 
forming a real service, is entitled to a 
profit over and above the cost of doing 
business.” 








Home Made Kink Helps Ogden Firm to Turn $1,500 Stock of Rods 
and Tackle 3 to 4 Times Annually 


N the mountains around Ogden, Utah, are many 
| streams of witching beauty that are filled with 
some of the finest trout to be found anywhere in 
the West. Consequently practically all of the resi- 


be expected to enjoy quite a satisfactory business in 
rods and fishing tackle. And such is indeed the case. 


The Watson-Flygare Hardware Co., Ogden, Utah, 
is a notable example that may be mentioned. This 


dents of Ogden and nearly all of the people who live 
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in that vicinity are ardent fishermen. Such being the 
case, the hardware stores of Ogden would naturally 


firm stocks, rods, fishing tackle and accessories to the 
amount of $1,500 which it turns over three to four 
times a year. 


It puts a display of rods and tackle in its windows 
and store shortly after the first of May. The official 
season does not open in Utah until June 12, but the 
Watson-Flygare Co. gets ready before the season 
opens and then when the first fishermen are preparing 
to go out into the hills the company regularly an- 
nounces that it will give away to the man who catches 
the largest trout on the opening day of the season the 
newest type fishing rod of a value not less than $20. 


During the season the display of fishing tackle, rods 
and accessories is changed weekly, and the interest 
that the firm creates in tackle and trout is comparable 
only to the interest of the fishermen in catching the 
largest fish on the opening day of the season. 


The company uses a rod kink that it originated sev- 
eral years ago, which is self-explanatory in the ac- 
companying illustration. 
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“Clorified Peddler” Denounced 


at Spokane Convention 


C. G. Jennings, 


Tacoma, Elected New President Pacific Northwest 


Hardware and Implement Association—Notable 
Addresses Feature Convention Program 


[) “ater” as. an_un of the 


“The house-to-house canvasser,”’ Dr. | : 


Hindley declared, “is an unnecessary 
and often vicious addition to the cost 
of distribution. Go to any magazine 
stand in this city and look through the 
periodicals for sale and you will find 
that there are more than 300 articles, 
that are sold in hardware stores, which 
are advertised in those magazines as 
being sold from door to door in every 
village of this land. 

“That is a menace to your business 
equally as serious to you as the mail 
order houses and the drug stores. What 
are you going to do about it? 

“Modern problems in business are 
being felt by the hardware trade of this 
country more acutely than in any other 
line of business. The encroachment of 
the drug store, the cigar store, the mail 
order house and the house-to-house 
canvasser upon the hardware business 
has been more serious than upon any 
other line of business that I know of. 

“The only remedy for this encroach- 
ment is organized effort on the part of 
the hardware men all over the country. 
Organized effort is the hall mark of in- 
telligent self-interest.” 

Dr. Hindley dwelt in length on the 
subject of intelligent self-interest which 


“Glorified Ped- 
dler’ as an unnecessary addition to the 
cost of distribution, by Dr. W. J. Hindley, 

educational and executive director, Washington 

State Retailers’ Association, Seattle, and for- 

mer mayor of Spokane; the presentation of the 

results of an investigation showing that $1 











he said has done more to make for) 


progress than anything else. 


Modern | 


methods and humanitarianism, he said, | 
are not the results of charity and phil- | 
anthrophy, but of intelligent self-inter- | 


est, properly directed. Dr. Hindley also 


emphasized the necessity of more ex- | 
tensive simplification in all phases of | 


modern business. 
E. D. Timms, 
Pittsburgh Plate Glass Co., told the 
convention that $1 worth of first grade 
paint is equal to $2.60 worth of second 
grade paint. He used charts to dem- 
onstrate his points and said that his 
figures were based on data supplied 
him by dealers and master painters in 
the Pacific Northwest territory. 
Mr. Timms said that the paint manu- 


district manager, | 


facturers realize that simplification is | 


one of the most practicable ways of | 
lowering the cost of distribution as 
well as of production, and he said that | 
if dealers and the general public could 
be shown that second grade paint is 
uneconomic they would petition manu-| 
facturers to stop making cheap paints. 

In his annual address as president | 
of the association J. R. Stevenson. 
Pomeroy, Wash., declared that 1925 








New Officers 


HE newly elected of- 

ficers of the Pacific 
Northwest Hardware and 
Implement Association are 
as follows: 

C. G. Jennings, Tacoma, 
Wash., president; W. A. 
Doelle, Cashmere, Wash., 
first vice-president; F. A. 
Ernst, Seattle, Wash., Sec- 
ond vice-president, and E. E. 
Lucas, Spokane, Wash., sec- 
retary-treasurer. C. G. Jen- 
nings of Tacoma; H. G. 
Jaeger of Plummer, Idaho; 
T. A. Ernst, Seattle; J. N. 
Ott, Ritzville; John Oud, 
Orofino; J. N. Nankervis, 
Moscow, Idaho, and R. L. 


Lord, Mt. Vernon, were 
elected trustees to serve 
three years. J. N. Nanker- 


vis, Moscow, Idaho; C. E. 
Robertson, Spokane, and H. 
G. Jaeger, Plummer, Idaho, 
were appointed by President 
Jennings to serve on the 
finance committee for one 
year. 





J. R. Stevenson, 
past-president 














worth of first grade paint is equal to $2.60 
worth of second grade paint, and the election 
of C. G. Jennings, Tacoma, Wash., as president, 
were the highlights of the twentieth annual 
convention of the Pacific Northwest Hardware 
& Implement Association, Feb. 25 to 27, at the 
Hotel Davenport, Spokane, Wash. 


will be a good year for the hardware- 
men of the Pacific Northwest. The 
only thing that may be construed as 
a cloud on the horizon, he said, is the 
apparent tendency on the part of some 
manufacturers and jobbers to raise 
prices, which he said, seemed to him at 
present unwarranted, and which if it is 
continued, will operate to the detriment 


| of general business. 


_ kane, 








Charles A. Fleming, mayor of Spo- 
welcomed the convention and 
urged them to make that city its per- 
manent place of meeting. 

EK. E. Lucas, secretary of the asso- 
ciation, in his annual report said that 
the total membership of the Pacific 
Northwest Hardware & Implement As- 
sociation is now 616, which represents 
om of 51 new members during 


Orno Dale Strong, editor of the New 
West Trade, in an address compared 
the relative advantages enjoyed by the 
country merchant with those of the 
city merchant, and stressed the value 
of personality and salesmanship to the 
country merchant. 

S. R. Miles, manager store manage- 
ment, National Retail Hardware Asso- 
clation, spoke on the necessity of turn- 
over at a consistent margin and the 
value of accurate sales records. 

W. O. Munsell, manager, Mitchell. 
Lewis & Staver Co., Portland, Ore.. 
said that the agricultural implement 
outlook for 1925 was more reassuring 
than it has been in many years. Many 
factories, he said, which have been idle 
for the past few years are resuming 
operations, and many others that have 
curtailed their production are now 
making expansions. If 1925 crops turn 
out well, and if present prices hold, he 
said, 1926 will make the world sit up 


and take notice. 


B. J. Williams, president Parafine 


| Companies of the Pacific, gave by spe- 


cial request, the address that he de- 
lievered at the national convention at 
San Francisco, in which he stressed the 
fact that success in trade depends on 
the success of your customer. His ad- 
dress was published in full in the Re- 
tail Convention issue of HARDWARE AGE 
July, 1924. 

In the question box discussions it was 
developed that the average annual sal- 
ary of the retail hardware clerk in the 
Pacific Northwest is $1361.60, while the 
average for the country is $1256.34. 
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The question as to whether a strictly 
cash business or a credit business were 
best was answered by several dealers 
to the effect that it is possible to sell 
more goods by extending judicious 
credit than it is to adhere strictly to a 
cash policy. 

Roy R. Gill, of the Holly-Mason 
Hardware Co., Spokane, Wash., in his 
talk stressed the importance of a more 
extensive application of the principles 
of simplification, and urged simplifica- 
tion in many different departments of 
both the jobbing and retail business. 

Professor Harrison C. Dale of the 
University of Idaho, Moscow, Idaho, in 
his address on the tariff and foreign 
investments and their effect on Ameri- 
can business, stated that since the war 
more than $5,000,000,000 of American 
money has been invested in foreign cor- 
porate securities. Before the war there 
was less than $1,000,000,000 invested 
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outside of this country in foreign en- 
terprises. The amount of money that 
is being invested in foreign stocks and 
bonds, Professor Dale said, is contin- 
ually increasing, and you have but to 
pick up your morning newspaper to see 
a 1g of foreign securities offered for 
sale. 

One of the main contributing causes 
for this, he said, was the inflow of gold 
into the United States since the war, as 
a part of the payment of European 
debts. This has resulted in the United 
States having three-fifths of the total 
world’s monetary gold, which has se- 
riously hurt the currency systems of 
European nations, caused inflation in 
the United States, and an unhealthy 
balance of credit in this country. 

To offset this condition bankers and 
others have been investing heavily in 
foreign securities, and the recent Ger- 





March 12, 1925 


paid in gold at Berlin instead of as is 
often customary in merchandise. 

As a result of this economic trend, 
of American investors putting money 
into foreign industries, there has been 
a slight but nevertheless noticeable 
tendency in many places toward lower 
tariff rates because of the fact that 
foreign enterprises in order to pay divi- 
dends must necessarily sell their prod- 
ucts in the best market which today is 
in the United States. 

Professor Dale ventured the predic- 
tion that in the course of the next 10 
to 20 years there will be an increasing 
tendency to place more and more 
articles of foreign merchandise on the 
tariff free list. 

It may be even found, he said, that 
foreign goods coming to the United 
States will create a more effective de- 
mand for American goods in foreign 


man loan that was floated here was | markets. 


Who Bears the Loss if the Bank Fails? 


(Continued from page 96) 








There is often considerable difficulty in deciding 
what is a reasonable time. A reasonable time means 
promptly under all the circumstances. This means in 
the case of a check that it ought to be presented for 
payment the same day it is received, or at most the 
next day. Any court would, in my judgment, hold 
that to be a reasonable time. Possibly waiting for 
still another day might not get beyond a reasonable 
time, but why fly in the face of providence? Usually 
a business house can get its checks in bank the same 
day they are received just as easily as the next, if 
it makes a system of it. Most of the checks given for 
business obligations are given on banks which are not 
located in the payee’s town. The payee deposits them 
in his own bank, which usually credits his account 
with them, but only as an accommodation; it will 
charge them back again if the bank on which they are 
drawn doesn’t pay. Now remember that a check on 


a foreign bank has to pass through several banks 
before it gets to the one on which it is drawn. Con- 
siderable time will elapse in many cases, and all sorts 
of things may be happening meanwhile to that bank. 
Hence the importance of getting the check started on 
its way. I seldom or never attempt to advise anybody 
what a reasonable time is; I always advise getting 
checks in bank at the earliest practicable moment. 
That doesn’t mean running down to the bank with 
them the minute they are received, but it means the 
same day if it can be done, or at most the next day. 

It follows that the man in the correspondent’s ques- 
tion who held a check two months is done; he must 
bear the loss. 


(Copyright, January, 1925, by Elton J. Buckley, Esq., 
Counsellor-at-Law, 643 Land Title Building, 
Philadelphia, Pa.) 
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Coming Hardware Conventions 


PEO PARTE HOT LEEPECEECULEOROEEC GREECE CE Oe: -Peeer ee 


AMERICAN HARDWARE MANUFACTURERS Mississippr RETAIL 
ASSOCIATION CONVENTION, Dallas, Tex., 
April 21, 22, 23, 24, 1925. Headquarters, June 8, 9, 10, 1925. 


Starkville. 
NATIONAL 


Adolphus Hotel. F. D. Mitchell, secretary- 
treasurer, 1819 Broadway, New York City. 

ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, May, 1925. 
L. P. Biggs, secretary, 815-816 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION AND EX- 
HIBITION, Civic Auditorium, San Francisco 
March 11, 12, 13, 1925. Le Roy Smith, sec- 
retary, 112 Market street, San Francisco. 

HARDWARE ASSOCIATION OF THE CARO- 
LINAS CONVENTION AND EXHIBITION, Spar- 
tanburg, S. C., June 9, 10, 11, 1925. Arthur 
R. Craig, secretary-treasurer, 717-718 Com- 
mercial Bank Building, Charlotte, N. C. 1925. 

MICHIGAN RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Grand Rap- 
ids, Feb. 24, 25, 26, 27, 1925. Karl S. Jud- 
son, 248 Morris Avenue, Grand Rapids, 
manager of exhibits. A. J. Scott, secretary, 
Marine City. 


1925. Herbert P. 
apolis, Ind. 
QREGON RETAIL 
MENT DEALERS’ 
Multnomah Hotel, 


May 4, 5, 6, 1925. 
Hotel. 


© CPREL PTTECET TET TRE ee CeCe Ceerereereneerrecaete 


HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Biloxi, 
yuy Nason, secretary, 


RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Philadelphia, Pa., June, 
Sheets, secretary-treas- 
urer, 130 East Washington Street, Indian- 


PANHANDLE HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Amarillo, 
Headquarters, Amarillo 
Cc. L. Thompson, 
urer, Canyon, Tex. 


— 





COLcOPePeeeeeeneeeaeatsenercer 


SouTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Sioux Falls, Feb. 24, 
25, 26, 27, 1925. Charles H. Casey, man- 
ager, Nicollet Avenue at Twenty-fourth 
Street, Minneapolis, Minn. 


SOUTHERN HARDWARE JOBBERS’ ASSOCIA- 
TION CONVENTION, Dallas, Tex., April 21, 
22, 23, 24, 1925. Headquarters, Adolphus 
Hotel. John Donnan, secretary, Richmond, 


HARDWARP AND IMPLE- Ya. 
ASSOCIATION CONVENTION, 
Portland, March 4, 5, 6, 
1925. E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Daven- 
port Hotel, Spokane, Wash., Feb. 25, 26, 27, 
E. E. Lucas secretary, Hutton Build- 
ing, Spokane, Wash. 


SOUTHEASTERN RETAIL HARDWARE ASSO- 
CIATION, COMPRISING TENNESSEE, ALABAMA, 
GEORGIA AND FLORIDA, CONVENTION AND 
EXHIBITION, Birmingham, Ala., May 12, 13, 
14, 1925. Walter Harlan, secretary-treas- 
urer, 701 Grand Theater Building, Atlanta, 
Ga. 


SOUTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
Ambassador Auditorium, Los Angeles, 
March 18, 19, 20, 1925. H. L. Boyd, secre- 
tary-treasurer, 618 Hellman Bank Building, 
650 South Spring Street, Los Angeles. 


Tex., 


secretaryv-treas- 
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Coolidge Defers Extra Session of Congress 


Until Autumn 


Failure of Much Legislation Will Place Heavy Initial Burden on New 
Congress—Price Protection Movement Makes Headway 


WASHINGTON, March 9, 1925 


RESIDENT COOLIDGE has defi- 
nitely informed anxious inquirers 
at the White House during the 

past week that, notwithstanding the 
fact that many important measures 
were left without action when Congress 
adjourned at noon on March 4, it is 
not his present intention to summon an 
extra session before next Autumn. 
Whether Congress will be called back 
in September or October has not yet 
been decided, but the chances favor the 
convening of both houses at least sixty 
days in advance of the usual date for 
the purpose of passing further tax re- 
duction legislation in advance of taking 
up the legislative program of the Sixty- 
ninth Congress. 

Now that the smoke of battle has 
cleared away it is apparent that the 
legislative wrecks were even more 
numerous and important than appeared 
in prospect when I wrote my letter a 
week ago. Many big projects went by 
the board in the jam at the close of the 
session and Congress was practically 
at a standstill for forty-eight hours 
before the gavels of the presiding 
officers pounded out the final adjourn- 
ment. 


Big Public Building Bill Fails 


One of the big measures approved by 
the administration that went to pot in 
the last three days of the session was 
the $150,000,000 public building bill, the 
passage of which had confidently been 
counted upon. This measure not only 
authorized the construction of from one 
to five public buildings in nearly every 
State in the Union, but it also provided 
for several large and much needed of- 
fice and storage buildings in Washing- 
ton. 

The Internal Revenue Bureau is now 
scattered in nineteen different rented 
buildings in Washington. Not only is 
there much loss of time in attempting 
to coordinate the work of these scat- 
tered divisions, but millions of price- 
less records are stored in temporary 
war emergency buildings so flimsy in 
their construction that a carelessly 
dropped cigarette might reduce them 
to ashes even before the sprinkler sys- 
tems with which they are equipped 
would begin to function. 

The fight for adequate housing for 
government employees and especially 
for adequate buildings to replace the 
cardboard structures built during the 
war will have to begin all over again. 
It will have the advantage, however, of 
being launched at the beginning of a 
Congress instead of at the end and 
there is every reason to believe the 
measure will pass both houses and re- 
ceive the President’s approval early 
next winter. 














By W. L. Crounse 


McFadden Banking Bill Beaten 


Another measure of much impor- 
tance to the business community is the 


so-called McFadden banking bill au- | 


thorizing national banks to maintain 
branches under certain conditions and 
otherwise to compete with State insti- 
tutions on a more equal basis. This 
bill, after passing the House, was de- 
bated three days in the Senate but was 
finally caught in the jam, and when the 
cleck pointed to noon on March 4 it was 
still literally as well as parliamentarily 
“unfinished business.” 

The McFadden bill is of great inter- 
est to the business community and its 
passage will bring to an end a bitterly 
waged controversy between Federal, 
State and private banks. Merchants 
Ny class seem to favor the McFadden 

i 

Notwithstanding President Coolidge’s 
vigorous championship of farm relief 
legislation all the measures brought 
forward in this campaign were aban- 
doned before adjournment. The Capper- 
Haugen bill died on the Senate calen- 
dar while the McNary-Haugen farmers’ 
export corporation bill was pigeonholed 
in the Senate Committee on Agricul- 
ture. 


Coolidge to Help the Farmers Again 


President Coolidge will begin a new 
crusade for farm relief legislation as 
soon as the new Congress convenes and 
it is the best opinion here that some- 
thing like the Capper-Haugen bill will 
be enacted at the first session. The 
McNary-Haugen farmers’ export cor- 
poration bill has too many enemies to 
warrant any hope that it will ever 
pass either house. 

All the big budget bills were passed 
and signed by the President before ad- 
journment, a fact that relieves the sit- 
uation to such an extent that the Presi- 
dent is quite reconciled to the loss of 
the many important measures that 
failed to receive action. Uncle Sam 
will have plenty of money with which 
to run the Government machine at 
least until next October, where any 
shortages can be provided in a hastily 
drafted urgent deficiency bill. 

One of President Coolidge’s last 
official acts was to sign the appropria- 
tion bill in which Senators and Repre- 
sentatives had patriotically provided 
for the raising of their own salaries 
from $7,500 a year to $10,000. Inci- 
dentally this bill boosted the special 
allowances of the Speaker of the House 
and Vice-President who presides over 
the Senate and added a couple of 
thousand dollars each to the salaries 
of the members of the cabinet. 

During the Congress just ended 
13,250 bills were introduced in the 
House and 4820 in the Senate, making 


' a total of over 18,000 bills. 





About 3 
per cent of these measures, including a 
number of private bills, were enacted 
into law. 


National Chambers Enlists For Price 
Protection 


President Grant of the Chamber of 
Commerce of the United States is mak- 
ing good on his promise to cooperate 
with the leaders in the price protection 
movement to secure legislation on this 
subject at the hands of Congress when 
it reconvenes. He has appointed a 
committee with Robert Ellis of Mem- 
phis, Tenn., a well known wholesale 
druggist, as chairman to confer with a 
like committee selected by the Ameri- 
can Fair Trade League for the purpose 
of drafting a declaration of principles 
to be included in the measure which the 
Chamber will ask Congress to enact. 

The Board of Directors of the Na- 
tional Chamber contend that it has not 
been possible for them to give active 
support to the price protection move- 
ment because of the difficulty of com- 
plying with the terms of the mandate 
on this subject which the Board re- 
ceived from the membership of the 
Chamber in referendum No. 13. In 
voting on this referendum, which was 
carried by a majority of three and one- 
half to one, the directors were instruct- 
ed to do everything in their power to 
secure the passage of a price protection 
law “with proper restrictions.” 


“Proper Restrictions” a Puzzling 
Phrase 


Much ‘time has been spent in the 
effort to decide what sort of specific 
restrictions were in the minds of the 
membership of the Chamber when the 
referendum was voted upon. To the 
man in the street it seemed probable 
that the membership had nothing par- 
ticular in mind when the votes were 
cast and that they employed the lan- 
guage which has proved so puzzling 
solely because the Chamber’s committee 
for handling the questionnaire sug- 
gested the phrase. 

Whatever the facts may be, an earn- 
est effort is now being made to deter- 
mine the restrictions which the Cham- 
ber will insist shall be imposed in any 
measure that may legalize the making 
of contracts for the maintenance of re- 
sale prices by manufacturers of trade- 
marked or otherwise identified mer- 
chandise. 

I violate no confidence in saying that 
the National Chamber will strongly op- 
pose any provision which grants to any 
governmental agency the right to su- 
pervise the fixing of prices by manu- 
facturers. It will not tolerate inter- 
a by the Federal Trade Commis- 





“u 


(Conniiaed on page 130) 
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CURRENT NEWS 





Trout Returns to Hardware | meeting and reported on correspondence | 


received by the organization. 


—Will Market Specialties 


A. K. Trout has returned to the hard- | 


years, and is now at the head of his 
own company, the A. K. Trout Co., Inc., 
with offices and sales rooms in the 
Canadian Pacific Building, 342 Madi- 
son Avenue, New York City. The com- 
pany also has a Pacific coast branch 
office under the management of M. J. 
Hayden at 816 Postal Telegraph Build- 
ing, San Francisco, Cal. 

Mr. Trout is the inventor and pat- 
entee of several specialties which his 
company will market through hardware 
jobbers and retailers. The feature of 
this line is the King-Klip shaving 
brush holder, a novel device which pre- 
vents an ordinary shaving brush from 


tipping over, and which allows it to dry | 


The 


suspended in a downward position. 





A. K. Trout 


device can be attached to any make of 
brush. 

Mr. Trout is well known to the hard- 
ware trade and needs no formal intro- 
duction. He received his early training 
with the National Cash Register Co. 
and the Burroughs Adding Machine 
Co., later becoming associated with the 
Hi. C. White Co., manufacturer of Kid- 
die-Kar, North Bennington, Vt. Four 
years ago he resigned from this com- 
pany to become vice-president and 
director of sales of the Waverly Musi- 
cal Products Co., Inc., New York. 

The corporate charter of Mr. Trout’s 
new company permits the firm to handle 
other lines as well as their own. 


Pullman Surcharge Discussed 
at Boosters’ Meeting 


The Pullman surcharge was discussed 





son read the minutes of the previous | 


Various 


committee reports were heard. 


' 
| 





Past Chief Booster 


vised the members that the Boosters 
bowling team has been successful in 
winning three out of four games played 
against the team _ representing the 
hardware and supply dealers of Man- 
hattan and Bronx. He also advised 
that a return match will be played 
March 12 at York Casino. 

Charles J. Heale told the Boosters 
that Past Chief Seymour Sears had 
done all salesmen a tremendous service 
by his several talks at the Connecticut 
hardware convention, held recently at 
New Britain. 


Westchester 
Held Dinner-Dance Feb. 26 


The Westchester County Hardware 


Dealers held a dinner-dance for their 


employees at the Westchester Ritz, 
White Plains, N. Y., Thursday evening, 


| Feb. 26. 
_ The meeting was called at 6.30, giv- | 
_ing opportunity for a social half-hour | 


_before the dinner, 


_at 7.15, there being about one hundred 
in attendance. 


Charles Gillette, sales manager of 
Robeson Cutlery Co. of Rochester, 
_N. Y., the speaker of the evening, was 


introduced by J. 


of Cramer 
ia ae 
| joyed 
| being’ 





B. Sellars, 
of the County Association. 
talk was also given by J. 
& McCutchen, 
after 
by all 
furnished 
Ritz Orchestra. 


president 
A_ short 


Tarrytown, 


midnight, music 
the Westchester 


until 
by 


Splitdorf Co. Control Goes to 
Bethlehem Spark Plug 


Definite announcement has_ been 
made by the Bethlehem Spark Plug Co., 
Inc., Bethlehem, Pa., that it has ac- 
quired control of approximately 80 per 
cent of the outstanding stock of the 
Splitdorf Electrical Co., Newark, N. J. 


| This announcement appears in the New 
_ York papers dated Feb. 21: 


_hem Spark Plug Co., 


“The announcement concludes one of 
the biggest transactions of the year in 
the automotive and radio field. The 
new corporation will be headed by E. H. 
Schwab, now president of the Bethle- 
and its board of 


directors will include, in addition to 


'him, Charles M. 


at the February meeting of the Hard- | 


ware Boosters (New York), held Feb. 
28 at the Hardware Club, New York | 
City. Chief Booster Clarence J. Rob- 
erts presided. Secretary Oscar E. Ben- | 


| 


Schwab, M. H. Bart- 
lett, now president of the Splitdorf 
Electrical Co.; C. S. Splitdorf, C. Rora- 
beck, vice- president of the Torrington 

10.3 P. Engles of Theodore Shultze 
& Co. of New York; H. Alvord and W. 
_N. Davidson, general sales manager of 
the Bethlehem Spark Plug Co.” 


which dancing was en- | 








Edwin Foerster Celebrates 


50th Anniversary with Firm 


C. K. Golden, | 


ware field after an absence of four | chairman of the bowling committee, ad- 





ee 


On Feb. 9 Edwin Foerster celebrated 
his fiftieth anniversary with Frank- 
furth Hardware Co., Milwaukee, Wis. 
Mr. Foerster, as first vice-president of 
this company, is still active, and at the 
age of 74 years is enjoying real good 
health. When 17 he entered the em- 
ploy of Reinbold & Magnus, Chicago 
hardware jobbers. This firm sold out 
in 1869 to Haywood, Cartledge & 
Honore. In 1872 Mr. Foerster moved 
to St. Paul and entered the employ of 
Henry Breidert, hardware jobber. He 
remained there three years, and on 
Feb. 9, 1875, joined the William Frank- 
furth Hardware Co. of Milwaukee. 

His first position with this company 


Was as a salesman, traveling for the 


_wholesale end of the business. 
the firm gave up its retail department 
Hardware Men | 


in | 


which was served | 


McCutchen | 











When 





Edwin Foerster 


in 1885 Mr. Foerster came off the road 
tv become secretary and treasurer. In 
1917 he became first vice-president. 





W. F. Tubbs Co. Associated 
with Amer. Fork & Hoe Co. 


An association of interests has just 
been completed by the officers of the 
W. F. Tubbs Co., Norway, Me., manu- 
facturers of skiis and snowshoes, with 
the American Fork & Hoe Co. of Cleve- 
iand, Ohio, under the terms of which 
the Tubbs company will immediately 
have the full assistance of the Ameri- 


can Fork & Hoe Co. in all its poera- 





tions. 

The American Fork & Hoe Co. also 
operates a vast timber gathering or- 
ganization and the entire resources of 
this supply will be available to the 
Tubbs company. 

The new plans include a sales ar- 
rangement with John H. Graham & 
Co., Inc., manufacturers’ sales agents 
of New York City. 

Eimer L. Aldrich and Wesley C. Day 
will continue in active charge of the 
bus’ness in Norway. 
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D. F. Conrad Dead 


President of Carolinas Association 
and Merchant at Lexington, N. C. 


David Franklin Conrad, president 
the Hardware Association of the Caro- 
linas, and a hardware merchant of Lex- 
ington, N. C., died Feb. 20 at the age 
of 55 years. 

For several years Mr. Conrad had 
operated the Conrad Hardware Co., 
and was secretary and treasurer of a 
local furniture manufacturing plant, 
which he organized. For 12 years he 
served as postmaster of Lexington, 
N. C., had been president of the County 
Fair Association and was an active 
member of the Merchants Retail Asso- 


ciation and the Chamber of Commerce. _product have already been received 


: ia ae ier | 
He has been a prominent figure in civic from some large eastern paint manu- 


Sherwin-Williams Co. | 





D. F. Conrad 


and fraternal activities for many years. 
Mr. Conrad was also an officer in the 
local Baptist church. 


He is survived by his widow and five pany, heads of departments, draftsmen 


children. 


— —— —— 


Hardware Bowling Contest 
in N. Y.—March 12 


A return bowling match will 


_Donald R. MacDonald, president and | 


| facturers, 


| d’Alenes, Wash. 


paint, oil cloth and linoleum, are in 
sight on the company’s property, 19 
miles northwest of Springdale, in 
Stevens county, officials state. 

Officers of the new 


company are 


| 


| 
| 


manager; F. W. Thom, vice-president | 


and locator of the claim, and N. H. 
Snyder, secretary and treasurer. W. C. 
Losey is acting as the company’s at- 
torney. Offices will 
within a few days. 
“Operations at the mine will start 
at once,” Mr. MacDonald stated. He 
is a mining engineer and geologist, 
well known for his work in the Coeur 
“We will erect a mill 
at a cost of from $20,000 to $25,000, 


and from 20 to 30 men will be em- | 


ployed. Teams have been engaged.” 
Requests for carload prices on the 


the 


be located here | 








being one of the firms interested, ac-_ 
_ cording to correspondence in the pos- | 


session of Mr. MacDonald. 
An analysis report shows that the 


| product of the local company runs 98.3 | 


per cent ochre, or 8.3 per cent better | 
than the French product now used al- | 


_ most exclusively by paint manufactur- 


ers. 


25 Years Superintendent of 


the L. S. Starrett Co. 


Robert J. O. Simpson, superinten- 
dent of the L. S. Starrett Co., tool manu- 


_facturer, Athol, Mass., was given a_ 


surprise recently at the close of the 
weekly meeting of the foremen, when 


about sixty assembled and presented | 
_him with a beautiful gold watch, suit- | 
ably engraved, as a token of their good 


will and esteem. 

The presentation was made by Fore- 
man James G. Sisson on behalf of his 
associates, including officers of the com- 


_and superintendent’s office employees. 
_Mr. Simpson responded very happily 


be | 


played between the Hardware Boosters | 


(New York) and the Hardware and 
Supply Dealers Association of Man- 
hattan and Bronx on March 12, at 
York Casino. 


Big Ochre Mine to Open 
Near Spokane 


Organization of a big company of 
Spokane, Wash., men to develop exten- 
sive ochre deposits near the city and 
immediate operation of the property 
were announced today with the filing of 
articles of incorporation at Olympia 
for the Spokane Ochre Mining Co. 

The company is capitalized at $270,- 
000 with shares at a par value of $1. 

Irom 50 to 100 million tons of ochre, 


for use in manufacture of calcimine, | 





by thanking all for the thought and 
the gift, and congratulations followed. 
Mr. Simpson started with the Star- 
rett company twenty-nine years ago as 
foreman of the tool room, and for the 
past twenty-five years he has been 
superintendent of the factory. 





Anderson-Trobaugh 
Consolidation 


The Anderson Hardware Co., general 
hardware dealers, and Trobaugh Bros. 
Co., implement and seed dealers, both 
of Morristown, Tenn., have consolidated 
and will operate as the Anderson-Tro- 
baugh Co., carrying a complete line of 
hardware, implements, seeds, etc. W. 
S. Anderson, president of the Anderson 


consolidated business. 


Tom C. Dymond Dead 


Veteran Hardware Salesman 
with Simmons 40 Years 





Tom C. Dymond, for 40 years an 
employee of the Simmons Hardware 
Co., died Feb. 28 at Los Angeles, Cal. 
Mr. Dymond retired and went to Cali- 
fornia to live shortly after the merger 
between the Simmons Hardware Co. 
and the Winchester Repeating Arms. 
He was an old hardware salesman and 
traveled the Wisconsin hardware trade 
for 35 years. Some 20 years ago he 
was leading salesman for his house. 
As the business grew Mr. Dymond was 
made sales manager for the north and 
northwestern territories, which is cov- 
ered by one of the Simmons houses 
which is known as Dymond-Simmons 





T. C. Dymond 


Hardware Co., Minneapolis. He later 


| became president and sales manager of 
_this house, and was also sales manager 











of the Sioux City branch of the Sim- 
mons organization. 





Milwaukee Corrugating Co. 
Buys Cicero-Chicago Sheet 
Metal Division 


The Milwaukee Corrugating Co., Mil- 
waukee, Wis., has purchased the entire 
sheet metal equipment of the Cicero- 
Chicago Corrugating Co. Following 
this purchase the Milwaukee Corrugat- 
ing Co. has established a branch ware- 
house at 4650 West Harrison Street, 
Chicago, where the complete Milcor 
line of sheet metal products will be 
carried in stock. W. F. Waller is in 
charge of sales with the Milecor general 
line. The metal lath and fireproof 
construction department is headed by 


|W. F. Watson. 
Hardware Co., will be manager of the | 


As soon as the | 


inventory is completed the Trobaugh | 


stock will be moved to the store of the 


Anderson Hardware Co., on East Main | 


Street. 


ee eee 


J. C. Shanklin Dies 


J. C. Shanklin, Shanklin Hardware 
Co., Frankfort, Ind., died Feb. 19. 
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Spring Goods Deliveries 
Keeping Jobbers Busy— 
Prices Very Strong 


HE wholesale trade is busy at the present time deliver- 
ing spring merchandise which retailers ordered during 


the past three months. 


The volume of spring orders 


is said to exceed expectations in previous high records. 
Radio equipment is active and is securing a wider distri- 
bution through hardware channels. 

Adverse weather conditions have affected general retail 
sales, and there appears to be a temporary lull in many 
sections. This has in no way affected the feeling of market 
confidence of the hardware trade at large. 

The prospects for selling builders’ hardware and general 
building supplies are very encouraging, and a good spring 


business is anticipated. 


Prices generally are firm, and some upward adjust- 
ments are being made each week. Collections are satis- 


factory. 





Chicago Hardware Prices 
Remain Very Firm 


Retail sales show a slight falling off 
this week, due to the extremely cold 
weather, but in spite of this business 
has been moderately satisfactory and 
prices for the most part remained very 
a with substantial advances on the 

items of rope, building paper and lin- 
seed oil. At the same time, however, 
white lead dropped 50c. per hundred 
and automobile tires took a slight de- 
cline. 

Activities in building construction 
are decidedly marked for this time of 
the year, and there are many more jobs 
in prospect. Sales of builders’ hard- 
ware are exceptionally strong, and it 
is reported that some manufacturers 
are already beginning to have difficulty 
in making deliveries. 





Sales Show Gradual Improve- 
ment in Cincinnati Territory 


_ Hardware sales have shown gradual 
improvement in the Cincinnati market 
area. Reports on January and Febru- 
ary business for 1925 show the total 
to be about the same as for the same 
two months in 1924. Prices are very 
steady and some increases are noted. 
Local jobbers have not yet made an ad- 
vance on rope prices, though factories 
quote 3c. higher on manila and Ic. 
higher on sisal. 





Hardware Prices Holding 
in Pittsburgh Area 


Business in hardware is dull in the 
Pittsburgh area. The district, like 


most eastern sections of the country, 
lias had a taste of spring weather that 





was followed by midwinter conditions, 
and there is no doubt that the sudden 
change has brought a change of mind 
about the spring being here, and also 
about purchases of spring lines. There 
is also the factor of the reaction from 
the extremely optimistic views of late 
lest year as to the 1925 business pros- 
pects and the continued depression in 
the soft coal industry is a factor of no 
mean portent in the hardware business 
of this district. But despite the dull- 
ness, prices are holding, and where 
there have been changes they have been 
toward higher levels. Collections are 
fair in this district. 





Twin Cities Now Preparing 
for Spring Hardware Sales 


At the present time dealers and job- 
bers in the Twin Cities area are wait- 
ing for the opening signal for spring 
business. With the lessening of the 
grip of the cold there has come a feel- 
ing of watching for the heavy spring 
trade to start. Prospects for building 
are better than for some years past, 
architects having an unusual amount 
of plans on their tables. Collections 
are fair for this time of the year. 





Several Advances Made 


by New York Jobbers 


Several price advances have been an- 
nounced by New York jobbers. Lin- 
seed oil, white lead and oxide have 
eased off slightly. Much concern is 
being shown over a rumor pertaining 
to advances on shovel prices. No defi- 
nite data could be obtained on shovel 
prices as this issue goes to press. 
Spring goods continue very active in 
this market. Collections are fair. 








Few Price Changes Reported 


in New England Market 


Comparatively few price changes 
were made in the New England hard- 
ware market the past week. Those 
that were, largely represented advances. 
The most important uplifts were 3c. a 
pound in manila rope, le. a pound in 
Sisal rope and about 10 per cent in 
wood saw frames. On the down side, a 
drop of 10c. a bag in drop shot, 3c. to 
5c. a pound in solder and a sizable 
slump in wood saw blades were the 
most conspicuous. 





Heavy Raw Material Costs 
Cause Saddlery Advance 


The E. T. Rugg Co., Newark, Ohio, 
announces a temporary advance of 5 
per cent on price list No. 369, dated 
Oct. 4, 1924, on red rope halters, taper 
ties and woven halters. It is said that 
in the adjustment of this price list some 
items may be advanced more than 5 
per cent. This increase has been neces- 
—— by heavy advances on raw ma- 
terial. 





Government Booklet on 
Waste in Sales Territories 


“Thousands of dollars are unneces- 
sarily spent each year in covering ter- 
ritory according to State boundaries in- 
stead of following lines of natural trade 
areas,” says the Domestic Commerce 
Division of the Department of Com- 
merce in a pamphlet entitled “Planning 
Salesmen’s Territories,” issued today. 
Too many sales executives look upon 
the red line of State or county boundary 
as a bunker which they do not dare 
to cross, thereby causing one of the 
most widespread wastes in our dis- 
tribution machinery, the bulletin con- 
tinues. If it costs from $30 to $50 per 
day to keep a good salesman on the 
road, says the pamphlet, it certainly 
pays the sales manager to consider 
most carefully the way to utilize his 
time to the best advantage. A sales- 
man waiting for train connections at a 
railroad junction, or doubling back on 
his track, or stopping just before reach- 
ing a good town to avoid crossing a 
State line, is not getting the best re- 
sults for himself or the company. Yet 
this is what happens when territories 
are laid out with too little regard to 
transportation facilities and _ trade 
areas. 

Full consideration must be given, the 
Domestic Commerce Division points out, 
to the utilization of all the modern 
methods of communication. Actual ex- 
amples are cited to the efficient use of 
automobiles to increase the salesman’s 
ability to make contacts with his cus- 
tomers, but this is only desirable after 
the territory has been analyzed for the 
density of the market. Bus lines are 
playing an increasing part in our mod- 
ern world, and sales managers should 
take these into consideration in plan- 
ning efficient routes for salesmen. 
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(;radual Improvement in Cineimnati Hardware 
Sales — Prices Firm on Most Lines 


at the outlook for business, most of them predicting that 
the next few months will bring healthy increases in trade. 

Prices, when considered as a whole, have been steady 
and some increases have been noted on certain items. 
Dealers are displaying confidence in spring business by 
ordering considerable stock much of which is in their 
hands at present. However, shipments on some materials 
continues at a good rate. Retail dealers here state that 
their business during February was slightly ahead of that 
during the same month last year. The early days of 
March have brought good business. Collections are re- 
ported to be good. 


(Cincinnati office of HARDWARE AGB) 


ARDWARE sales by jobbers during the past month 
H have been fairly good with gradual improvement 

noticeable toward the end of February. While the 
volume of business has not been as large as firms had 
predicted at the beginning of the year, it has shown an 
increase in the past few weeks that promises good sales 
in the future. Comparison of sales during January and 
February with the corresponding period of 1924 show 
that they are about the same as a year ago. The tone of 
the market is good at present and jobbers feel encouraged 





AUTOMOBILE ACCESSORIES. 
—Movement of accessories has been 
slow during the past few weeks, al- 
though tires are selling well. The bulk 
of orders are for immediate delivery. 
Prices are the same. 


Pn Be quote from Cincinnati jobbers’ 
stoc 

Automobile Tires.—Beaver fabric 
tires, 30 x 3%, $6 each; Beaver cord, 
same size, $7.50; Badger cords, $9.50: 
Beaver gray inner tube, x 3, 95c.; 
a gray inner tube, 30 x 3%, 


Spark Piugs.—A. C. spark splugs, 
58c. each in lots of 10; : =o 
Fords, 44c. each in lots of 10. Cham- 
pion 4 45c. each in lots of 10. Spe- 
cial assortment, A. C. 300 plug as- 
sortment, 220 A. C. Titan, 45c. each, 
and 80 A. C. for Fords, 36c. each; 
150 plug assortment, 100 A. C. Titan 
at 50c. each; and 50 A. C. for Fords 
at 38c. each. 

BOLTS AND NUTS.—Dealers state 
that orders have been fairly good. 
Stocks are in good condition with 
prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 
off; small, 60 and 5 off; carriage 
bolts, 60 off: small, 55 and 5 off; 
stove bolts, 70 = 10 off; semi- fin- 
ished nuts, ;-in. and smaller, 75 
off; larger sizes, 65 off. 


BUILDERS’ HARDWARE.—S pring 
orders have been coming in nicely and 
jobbers are pleased with the volume of 
business they are doing. Sales have 
increased in the last ten days, but are 
still slightly below normal when com- 
pared with a year ago. Prices have 
remained firm with no changes re- 
corded. 


COASTER WAGONS.—Sales have 
been below normal due to the success- 
ful competition of scooters. Dealers 
are not ordering coaster wagons in 
large numbers, preferring instead to 
buy conservatively. Prices are steady. 
We quote from Cincinnati jobbers’ 


stocks: Auto-Wheel coasters rubber 
tired disc wheels, size 12 x 28, 
$5.75; 14 x 32, $6.30: 16 x 36, $6.90. 


CLIPPERS AND SHEARING MA- 
CHINES.—Orders are fair with prices 
showing firmness. Stocks are in good 
condition. 


We quote from Cincinnati jobbers 
stocks: Stewart No. 1 clipping ma- 
chine, $14 list; one-man power shear- 
ing machine, $24 list; top plates No. 
90 and No. 360, $1.50 each list; bot- 


tom plates No. 99 and No. 361, $2 
list. Dealers’ discount, 33% per cent. 
Stewart electric clipping machine, 





No. 85, pedestal 7a. $85 list; shear- 
ing machine, $100 list, f.o.b. factory 
Chicago, with 25 per cent discount to 
dealers. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales have been good and 
prices are still unchanged, despite the 
fact that the advancing price of sheets 
is expected to have an effect on quo- 
tations. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$4.50 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $4.65 per 100 
ft., 3-in. corrugated conductor el- 
bows, $1.51 per doz. 


GLASS.—Sales have been fair. Stocks 
are in good shape and prices are firm. 
We quote from Cincinnati jobbers’ 
stocks: Single strength A and B first 
three brackets, 87 per cent discount; 
Double strength A and B, 8&6 per 
cent discount. 
GALVANIZED WARE.—Business for 
spring delivery has been satisfactory. 
Quotations are the same as they have 
been for the past month. Stocks are 
in good condition. 


We quote from Cincinnati jobbers’ 
stocks: Galvanized pails, 10-qt., $2.40 
per doz.; 12-qt., $2.70 per doz.; 14-qt., 
$3 per doz.: 16-qt., $3.60 
galvanized tubs, No. 1, $6.80 per doz. 


GARDEN HOSE.—Demand has been 
fairly good, although the selling season 
has not opened up to any marked ex- 
tent as yet. Prices are steady and 
stocks are adequate. Shipments are 
satisfactory. 

We quote from Cincinnati jobbers’ 
stocks: Double braided, garden 
hose full length, f 
%-in., 9%c. ft.; 
50-ft. lengths, 1%-in., 
lic. ft.; %-in., 11%c. ft. 

GARDEN TOOLS.—There has been a 
steady demand for garden tools and 
shipments have been large. A_ short 
period of warm weather brought out a 
good demand, but a change to lower 
temperature has slowed up sales until 
the weather breaks. Prices are strong. 
We quote from Cincinnati jobbers’ 


stocks 

Hoes.—6\4-in. planter’s hoe, $7.40 
doz.; regular socket hoe, $8.85 doz. 

Rakes. — Cronk's 14-tooth, $8.50 
doz.; cheaper, 14-tooth, $4.75 doz.; 
best steel, 14-tooth, $8.50 doz. 

Spading Forks.—Cheaper, $9.60 
doz.; medium, $15.25 doz.; best, $18 
doz. 

Hay Forks.—Best grade, 6-ft. 
$13.50; second grade, 6-ft., $12.25 doz. 





HANDLES (AGRICULTURAL).—De- 


mand from rural districts has been 
heavy. Prices are firm with stocks in 
fair condition. 


We quote from Cincinnati wad 
stocks: 5%-ft. hay fork, $3.20 doz.; 
6-ft., $4.20; 5%-ft., bent, $3.50: 6-ft. 


bent, $4.80; 1%-cotton hoe, $2.30 doz.; 
1%,-planter’s hoe, $3 doz. 
HAMMERS AND HATCHETS.—Sales 
are fair. Prices remain unchanged. 
Stocks are adequate. 

We quote from Cincinnati jobbers’ 
stocks: Hatchets No. 2961, 911.20 
doz.; hammers, No. 81, $10.50 doz.; 
Boy Scout, $11.50 doz. 

LAWN MOWERS.—Dealers have been 
ordering in good quantities, although 
the season for selling lawn mowers is 
not at hand yet. Prices are strong 
and stocks are ample. 


We quote from Cincinnati jobbers’ 


stocks: Common mower, 14-in., $5.15 
each; cheaper grade _ ball-bearing, 
$7.25 each: medium grade ball-bear- 
ing, $8.00 each; best grade ball-bear- 
ing, 14-in., $11.00; 16-in., $11.50. 
NAILS.—Sales have been _ steady. 


Anticipated increase in prices has not 
materialized. Stocks are adequate. 


We quote from Cincinnati jobbers’ 


stocks; Common wire nails, $3.25 per 
keg; cement coated nails, $2.65 per 
keg. 


OIL STOVES.—Demand continues to 
be good with prices unchanged from 
those of last year. 


PAINTS AND OILS.—Sales are show- 
ing a nice increase in the last two 


weeks. Prices have gone up on the 
various items. Linseed oil is in good 
demand. 


We quote from Cincinnati jobbers’ 


stocks: Ready mixed house paints, 
$2.80 per gal. Linseed oil, single 
barrels, $1.28 per gal turpentine in 
2-barrel lots, 9%6c. per gal.; white 
and red lead, in 500-lb. kegs, 16%c. 
per Ib. less 19 per cent. 


REFRIGERATORS.—Conditions are 
quiet with sales fair. Prices are the 
same as last year. 


ROLLER SKATES.—Spring business 
is opening up in an_ encouraging 
manner. Dealers are ordering well. 
Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Union Hardware Co.’ 8 No. 6, 
$1.62 pair; Nos. 4 and 5, $1.52 pair. 
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Shipping Spring (CSoods Price Changes in New 
to N. Y. Dealers— I arsenal 
Prices Very Firm 


changes as follows: 


Brass escutcheon pins now take a 
discount of 40 per cent. 


KALERS in the metropolitan area are requesting New prices will be noted on copper 
prompt shipments on spring goods ordered in the past tacks and galvanized sprinklers. 
three or four months. Jobbers continue to receive Sandpaper has been advanced 5 per 
very satisfactory orders on spring items. The demand on cont. 
screen wire is unusually good for this time of the year; Emery cloth has been advanced 5 
in fact, wholesalers say that the demand is practically one per cent. 
month ahead of normal seasonal buying on this line. Galvanized pails have been advanced 
Builders’ hardware‘ is quite active, with prices adjusting 10 per cent. 
upward. Drop forged wrenches have been ad- 


vanced approximately 12% per cent. 


Adverse weather conditions have affected retail hardware Rubber heec is expected to edvance 


sales to the consumer, but the trade believes that a few 


, , j le. per ft. 
warm days will open up with fairly good buying. Sargent brass hooks, eyes, screw 
Radio sales continue very active. hooks and screw eyes have been ad- 


vanced approximately 20 per cent. 
Some revision is reported in a gen- 

eral line of builders’ hardware, bring- 

ing in some items an approximate 





. . . advance of 10 per cent. 
March-April Rope Prices Jobbers Announce Prices anal tanith ha he ne 
The prices given here represent of- on Galvanized Sprinklers lots have been quoted at 7O0c. per 

ferings on Manila and sisal rope for gross; in less than gross lots, 75c. per 

the March-April period, and according New prices on galvanized sprinklers 

to general understanding, will not be | are given in the following schedule: — ~ 

revised prior to May 1. When it be- Jobbers’ prices to retailers, f.0.b. Axe prices are 30c. per doz. higher. 

came known that an advance was like- New York: ~ Lead shot in 5-lb. bags, 88c.; in 25- 

ly on March 1, rope sales were very Galvanized sprinklers, net prices Ib. bags, $3.90. 

heavy, which has resulted in a tem- per doz., 4 qt. size, $6.65; 6 qt. size, 

porary lull, as most jobbers took on $7.50;- 8 qt. size, $8.55; 10 qt. size, ———--- 

pretty good stocks prior to the advance. a a a | ; 
Jobbers’ quotations to retailers, a | Consistent Demand, Firm 





f.o.b. New York: — 
Rope, No. I Manila = standard 
brands, 28c. per Ib.; No. 2 Manila 


aie | Prices on Bolts, Nuts. 
standard brands, 26c. per Ib.:; No. 1, Current N. y . Prices 
sisal standard brands, 19c. per Ihb.; 


and Screws 
No. 2 sisal standard brands, Ne. 


per Ib. | on Linseed Oil A good consistent demand continues 


Twine, 3-ply wrapping twine, No. we 
l, 2sc. per Ib.; No. 2, 21e. per Ib The quotations given herewith are for screws, bolts and nuts. Prices are 
India hemp twine, No. 8, 1l6c. per es . | firm, and wholesale stocks appear Sat- 
| representative of current offerings fot 





lb.; BB twine, fine dark, 22%c. per isfactory. 
lb.: fine light, 24c. per Ib. linseed oil 
. , ; , JOBBERS’ QUOTATIONS TO RE- 
Prices to. retailers, f.o.b. New TAILERS, F.O.B. NEW YORK: 
we York: 
~ > | Linseed oil, in lots of less than » Screws 
New Prices Announced as $1.24; in lots of 5 bbl. or more, Wood screws, iron bright, flat head, 
$1. 21; Calcutta linseed oil in pbl., 72%, 25 and 5 per cent 
Y $1.33. “Sami ‘O 
ame, iron blued, round head, 70, 
on Copper Tacks Boiled oil, 2c. extra; double boiled 25> and o per cent. 

. . oil, 3c. extra, and oil in half bbl, 5e. Same, brass, flat head, 70, 25 and 
Metropolitan jobbers announce new | udditional Sevag 5 ae — inna shee 
prices on copper tacks. You may use | Same, brass, round and oval head, 

the followin ch ul S ; : | _ ~ en iT le, 25 and 5 per cent. 
gs edule as a guide | Galvanized, flat head, 57%, 25 and 
Jobbers’ quotations to retailers, » per cent. 
f.o.b. New York Nickel plated, round head, 60, 25, 


papers, % in., 51c.; % in., 49c.; and Full packages are extra 95 per 


Rs on White Lead and Oxide! °°" 


In li, Ib. papers, % in., 52e.; *% in 


‘ . 
Copper tack prices per Ib. in 1 Ib. Reduction of I, Cent and 5 per cent. 
} 


58c.; 5% in., 50c., and % in., 48c. | | iamnd 6 Bolts and Nuts 
The Nationa ead me —— Bolts. — Common _ carriage bolts. 
cemented effective March 3, 1925, there will be a small sizes, 30 and 10 per cent: 
| l, large sizes, 40 and 10 per cent. 
1925 Freezer Prices | decrease of 4c. per lb. on white lead Machine ‘bolts, all sizes, 40 and 10 
Da eeZe rices and oxides. This reduction voids the per cent. 
Lest week metropolitan jobbers is. former price list of Jan. 31, 1925. Cor- aan” screws, 40 to 40 and 10 per 
sued prices on ice cream freezers. . | rected quotations are given herewith. Stove bolts, 75 to Js. ame a. per 
| ‘rices to dealers, f.o.b. New York: cent; be at and ead. 
Saree ane Seky Senate on this | White lead. dry and in off, tn 106 Sink bolts, 75 to (5 and 10 per cent. 
line, and some other small orders have | lb. kegs, 16c. per Ib., in 25 and 50 Tire bolts, 45 to 50 per cent. 
been placed. Prices on other brands |_ Ib. kegs, 16%c. per Ib., and in 12% ioe aenbenas a Pyeng cent 
will be available shortly. a kegs, gage a . > & Ib. —_ ~~ acrew shields. eo per cent 
Se, » an . can, 2ic. . ; 
Jobbers’ quotations to retailers, | seep =" - ‘ities . Machine bolt shields, 65 per cent. 
f.o.b. New York: ; ' i Prices vary in different sections of 
Auto Vacuum freezers, net price, Dutch ere J red lead in oil, in 100 the city. 
per each, 1 qt., $3.33; 2 qt., $4; 3 qt., lb. kegs, sae ec. per Ib.; in 25 and 90 Spring cotters, 30 per cent. 
$5.35; and 4 qt., $6.67. lb. kegs, 7%4C. per lb.; and in 12% Copper rivets and burrs, 25 per 
"hite ai a ' lb. kegs, iy per Ib. - 
Whit Mountain freezers, net cent. . 
prices per each, 2 qt., $2.83; 3 qt., Dry red lead and litharge, in_ 100 Round head iron rivets, 55-5 per 
$3.38; 4 qt., $4.12: 6 qt., $5.23: 8 aqt., Ib. kegs, 15c. per Ib.; in 25 and 50 Ib. cent; tinners’ rivets, black and tin, 
$6.75; 10 qt., $9; 12 qt., $10.98: 15 4t., kegs, 16%4c. per Ib. and in 12% Ib. 60 per cent. 





$12.80 and 20 qt., $16.50. | kegs, 16%c. per Ib. Cap screws, 80-10 per cent. 
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Unsettled Weather Hampers Pittsburgh 
Market—W holesalers Look for Good Year 


(Pittsburgh office of HARDWARE AGE) 
NATURAL quietness prevails in the Pittsburgh 
A hardware market. The unsettled weather has been 
largely responsible for this condition, which, how- 
ever, has in no way impaired the confidence that this 
year will be a good one for the hardware business in this 
territory. 

Those who are not completely swayed by temporary 
changes are not disappointed in the present quietness but 
are still talking, as they have right along, a good, but 
not a boom business for the year. They point out that 
we cannot expect business to be good all of the time and 
that there must be time for distribution as well as for 
sales. January was a good month in point of sales, as is in- 
dicated by the report of the Federal Reserve Board, which 
shows that the Cleveland Reserve Bank district, which 
embraces Pittsburgh, lost only 1 per cent as compared 
with the same month last year. Since the first two weeks 
of February also showed up well, it is likely that the re- 
port for that month will make a reasonably good showing. 
It is noted that prices show no tendency to work lower 
on the general run of hardware items and that some 
manufacturers still are marking up prices. 

No review of business conditions in Pittsburgh is com- 
plete without some reference to the soft coal situation. 
There is rather heavy dependence upon the coal industry 
for hardware business and the situation in coal, long 


AXES.—Demand is steady rather than | from one of these three points which- | 
ever is the lowest to destination. 
We quote out of jobbers’ stocks as 


active. 


We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes, 
base group (3 to 3% Ib. or lighter) 
single bit, $14 per doz.; double bit, 
$19; No. 2 group (3% to 4% Ib.) 60c. 
per doz. advance over base; No. 3 
group (4% to 4% Ib.) $1.20 over base; 
No. 4 group (4% to 5%) $1.80 over 
base; handled axes, base group, sin- 


| 
| follows: 
| 


carriage bolts, 


Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
per cent off list; 
small rolled threads, 
list; all sizes cut 
threads, 45 per cent off list; stove 
bolts, 75 per cent off list; tire bolts, 


cut threads, 50 


50 per cent off 


depressed, as yet shows little signs of betterment. Cur- 
tailment of production has in no wise helped the situation 
as to selling prices and of course the cut in production 
means a reduction in earning and spending power. In 
the Connellsville district some of the operators who ad- 
vanced wages in December have in the past week can- 
celled the increase, and others are planning to take the 
same step. 

Quieter times prevail in the steel market. Buyers are 
well covered against their requirements for the next few 
weeks and are not yet ready to do much buying for the 
second quarter. The mills are maintaining recent opera- 
tions on the specifications placed against old orders, but 
just now there is some uncertainty as to what the condi- 
tion as to plant activities will be after April 1. In a gen- 
eral way, the last advance of $2 a ton in prices, which 
embraced plates, shapes, bars, sheets and wire products 
has failed of attainment. The trouble was that the steel 
makers opened the gates too wide and kept them open too 
long late last year when prices were at their lowest and 
buyers placed so much business during that period that 
they now can sit back and let the manufacturers worry 
about the situation. There is real weakness in sheets, 
notably black and full finished, which are selling even 
lower than they did at the low point of last year. Pig 
iron has gone down, because there is too much supply for 
demand. 

doz. lots, $4.75 each; and in gal. cans, 

$9 each. 

PAINTING MATERIALS.—Prices are 
holding around recent levels. Current 
demands still are light but orders for 
spring delivery have been liberal and 
shipments against them are good. 


Prices to retailers: 


gle bit, $18.25 per doz.; double bit, 40 and 10 per cent off list; nuts, hot ,ready mixed paints, best grades, 
$23.25 per doz. pressed blank or tapped, 3.25c. off $3.10 per gal.; lower grades, $2.50; 
list; ¢.p.c. and blank or tapped, white lead, 16%4c. per Ib. in 100 Ab. 

BATTERIES.—There is no complaint 3.35c. off list; rivets, small wagon lots; 10 per cent less in lots of 500 
and tinners’, 60 per cent off list. lb. or more and an extra ov per cent 


as to business in this line in this dis- 


trict. Prices are steady at recent | BUILDERS’ HARDWARE.—Real ac- 


less in lots of a ton or more; tur- 
pentine, $1.10 per gal. in barrel lots: 
linseed oil, $1.29 per gal. in barrel 


levels. tivity still waits on more open weather. a 


Jobbers «quotations to. retailers, 
f.o.b. Pittsburgh: 
Broken Unit 


Packages Packages | demands will be heavy. ! 
TOOLS.—No great many makers produced and _ shipped 


Each Each 


‘ 7 > 

i oe $1.05 $0.97 CARPENTERS 
ee 1.33 1.23 
ie eae 1.22 1.14 
3 ree 1.40 1.30 
ie Oe 2 a 2.4 
arr 2.62 2.44 iWdi + iviti 
Ne oe ae ia 3.33 3.09 building activities 
ok SE sc asewereeec .42 .39 

No. 6 dry cells, ignition type, 29c. 
each. 


conditions are much as last reported. 
Demands upon jobbers are moderate 
and makers in this district also make 
the same report. Much first quarter 


business placed with manufacturers of Economy Plumber’ drain _ pipe : ' : 
bolts and nuts was written on a de- cleaner, in 1 Ib. net cans, in lots of jobbers did not advance sheet prices 
: ; , ‘ 3 doz., $2.70 per doz.: in lots of 6 : . on ; ; 
livered price basis, still is unspecified, doz., $2.60 per doz.; and in 12 doz. in response to the advance in mill , 


and the expectation is that it will be lots, $2.50 per doz. 
Same, in 2 lb. net weight cans, in 


lots of 2 doz., $4.90 per doz.:; in lots 
of 6 doz., $4.70 per doz.; and in lots 
of 12 doz., $4.50 per doz. 

Hercules tile and porcelain .cleaner, 
in 1 lb. net weight cans, $2 per doz. Prices out of Pittsburgh jobbers’ 


specified around the end of the month 
which will prolong the delivered price 
method at least through April. As re- 
ported last week manufacturers have 





Advance orders have been large and 7 
the common expectation is that spring SHEET STEEL.—The primary sheet 


activity yet is noted in this line but 
with the advent of spring and open 
weather which will provide stimulus to 
larger sales are 
looked for. New price list on vises 
shows no change except a small ad- 
ee vance in combination vises. 
BOLTS, NUTS, RIVETS.—General CLEANING COMPOUNDS. 


market is weak, due to the fact that so 


heavily during December and January 
that they not only filled up their cus- 
tomers but also reduced their order 
books, and now are obliged to make 
prices attractive to get enough business 
to give them rolling schedules a few 
weeks ahead. The automobile indus- 
try has been a very light buyer of steel! 
It is the | quring the present quarter and as that 





report of representative distributors industry ordinarily takes from 30 to 
that demand has not yet developed | 35 per cent of the total sheet tonnage 
either volume or urgency. 


Jobbers quote: 


the loss of the usual buying from that 
source is pretty heavily felt. Local 


prices about five weeks ago and from 
the recent course of the primary mar- 
ket it looks as though an advance in 
jobbing prices now was unlikely. 





in lots of 2 doz.; in gross lots $1.90 stocks: Galv. flat. No. 28 gage, $5.75 

announced the abandonment of that per doz. hase per 100 Ib.:; corrugated No. 28 

method of selling and have set u Hercules boiler liquid, in 1 qt. can, gage, 2\%4-in., $4.87 per square; one 

et . eo h. Cl 1 9 $3 each; in lots, $2.50 each; pass cold rolled black, No. 28 gage, 

basing points at Pittsburgh, Clevelan in 1 doz. lots, $2.25 each. $4.60 base per 100 Ib., all for lots of 
and Chicago with freight to be charged Same, in % gal. cans, $5 each; % one to nine bundles. 
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HARDWARE AGE 


March 12, 1925 


Mill Supplies Active in Boston Market— 
Weather Retards Retail Sales 


(Boston office of HARDWARE 

Mill supply houses are busy in the New England terri- 
tory, handling a good volume of individually small orders. 
Warn, spring weather is 


Shelf hardware is fairly active. 
needed to stimulate retail selling. 


BARBED WIRE.—There appears to be 


a better market for barbed wire, but / 


business is by no means brisk. The 
big buying orders were placed with 
jobbers some time ago. 

Pa quote from Boston jobbers’ 


Barbed Wire.—From mill, 4-point, 
Lyman, in car lots, $3.70 per 100 Ib.; 
in less than car lots, $3.95. Two- ply 
twisted, calvanized, in car lots, $3.70 

er 100 lb.; in less than car lots, 

3.95. From stock galvanized two- 
ply twisted, 80-rod reels, $3.77 per 
reel; galvanized Waukegan, 4-point, 
80-rod reels, $4.38 per reel. 


BASEBALL GOODS.—Quite a few re- 
tail dealers the past week displayed 
interest in baseball goods. Some real- 
ly flattering orders were placed in 
Boston wholesale circles. Retail stocks 
in general are reported as small. 
We 
stocks: 


Fielders’ Gloves.—No. 501, $4.50 per 
doz. net; No. 507C, $8.40; No. 509, 
$10.75: No. 511, $16; No. 514, $18; No 
cee $22; other styles priced up to 





quote from Boston jobbers’ 


Catchers’ Mitts.—No. 569. $10 per 
doz. net: No. 574R, $18: No. 578T. 
$24; No. 577, $28; No. 588, $54: No. 
592, $72. 


Baseman Mitts.—No. 603, $16 per 
doz, net; No. 608, $27; No. 625W, 

Masks. —Boys’ No. 25M, $4.50 ne 
doz. net; Youth’s, No. 31M, $19: 
Men's, No. 41M, $42. 

Bats.—Crack-A-Jack. $2 per doz., 
net; Junior League, $3.60; King of 
Field, $7.20: burnt oil finish, $10.80; 
Bing-Go, $12: youth’s assorted slug- 
gers, $7.20: Louisville Slugger, Jr.., 
$5.40: Louisville Sluggers (regular), 
$16.20. 

Basebalis.—Per dozen net, Dandy, 
75¢c.; Boys’ Favorite, $1.50; Young 
America, $2; Junior League Special, 
$2; Junior League, $3.75 
League, $4: Dollar Lively, 
fessional League, $8: 
League, $12.50; National 
$14.50. 


CEMENT WORKING TOOLS.— With 
spring building starting up the market 
for cement working tools is looking up. 
Quite a few retail dealers not carry- 


Hardwood 
League, 


ing this line heretofore, are putting in 


a stock. 
We quote from Boston jobbers’ 
stocks: 
Cement Working Tools.—Edgers, 


70c. to $1.50 each 
to $1.80; angles, 90c. 
$1.50; gutter tools, 
72c.: beaders, 72c.: 
$2.75. 


2.¢» 


net; Jointers, 72c. 
to $1.20; curbers, 
$1.20; pointers, 
brick jointers, 


CLAM DIGGERS.—Some of the retail | 
dealers located along the New England | 
coast are placing orders here for clam | 


diggers. Prices, as compared with a 
year ago, are a little cheaper. 

We quote from Boston jobbers’ 
stocks: 

Clam Diggers.—Six tyne, 26-in. 
handle, $14.10 per doz. net; six tyne, 
extra heavy, 26-in. handle, $18.90: 
Ipswich pattern, four tyne, riveted, 


$12.56. 








AGE) 
tarded 


pected to be temporary. 
moving lively in the wholesale market and the trade is 


Unexpected severe weather in the last ten days has re- 
store business somewhat, but this effect 


is ex- 
Spring and summer goods are 


preparing for a profitable spring and summer season. 


CULTIVATORS.—In January quite a 
little cultivator business was placed in 
this market, but in February there was 


comparatively no life. This month 
things are picking up again. 
We quote from Boston jobbers’ 
stocks: 


Cultivators.—Three-prong, 96.75 per 
doz. net; five-prong, $9.60. 


FISHING TACKLE.—Belated buying 
of fishing tackle is in evidence, report 
jobbers. Some of the largest jobbers 
of this class of merchandise say book- 
ings for the opening spring season are 


behind last year, and that current book- | 
ings indicate that retail dealers either | 
carried over stock from last year, or | 


intend to buy just as little as possible 
until they see how trade. will line up. 
Prices are practically on the February, 
1924, basis. 


GALVANIZED WARE.—Each day 
sees a fairly liberal volume of gal- 


_vanized ware business booked by job- 


bers. Retail dealers are buying good | 
, assortments. 
We quote from Boston jobbers’ 
stocks: 


Pails.—Galvanized. No. 1312, $4.86 


per doz, net; No. 1314, 40-lb. to the 
doz., $5.49; No. 1514, 50-lb. to the 
doz., $6.96. 

Garbage Cans.—Galvanized, No. 4, 
yl os each net; No. 2, $1.60; No. 1, 

‘ios Hods.—15-in., $3.64 a doz. net; 
16-in., $5.12; 17-in., $5.50; “18-in., $6. 

Ash Cans. — National Enameling 
and Stamping line, No. 190; $4.20 
each net; No. 171, $3.50; No. 181, 
$3.88. Other makes, ae 1700, $28 a 


doz, net; No. 1800, 

Watering Pots. == 4« qt., $6.25 per 
doz. net; 6-qt., $7; 8-qt., $8; 10-qt., 
99.40; 12-at., $10. 80, and 15-qt., $13. 


GLUE.—Advanced spring buying of | 


marine glue is in order. Prices are 


on a reasonable basis. 


We quote from Boston jobbers’ 
stocks: 

Marine Glue.—Black, first grade 
in less than 25 Ib. lots, 30 per cent 
discount; 25 Ibs. or more, 35 per cent 
discount. White, yellow and ma- 
hogany,. less than 25 lIbs., 25 per cent 
discount; 25 Ibs. or more, 33% per 


cent discount. Second grade, black. 


less than 25 Ibs., 30 per cent dis- 
count, 25 Ibs. or more, 35 per cent 
discount. 

GUNS AND AMMUNITION.—There 


has been another drop of 10 cents a 


bag in drop shot as a result of a fur- 


ther weakening in the pig lead market. 


We Boston jobbers’ 
stocks: 

Drop Shot.—Smaller than B, $3.10 
per bag; B and larger, $3.35 per bag. 
Air Rifle, Boy Scout, shot, $4.95 per 
case Bullseye, $3. 50 a case. 

Guns.—Steven air rifles, No. 12%, 
$4.05 each net; No. 26, $4. 95: No. 12, 
$6.12: No. 17, $7.50; No. 27, $8; No. 
70, $12.45. Shot guns, No. 107, $8.85; 


quote from 














No. 115, $10.50; No. 215, $18; No. 255, 
$20.75; No. 315, $21; No. 330, $21.85; 
No. 335, $24.30. Savage, bolt action, 
single ney No. 04, $6; repeating 
shot gun, No. 21A, $41.75. Baker 
Batavia leader, double barrel, 9332; 
black beauty, double barrel, $50. 
Page & Lewis, 22 action, model D, 
$3.75. 


LETTER BOXES.—Letter boxes are 
beginning to move. Wholesale stocks 
are ample and well assorted so that 
retail dealers should secure prompt 
deliveries. 
We 
stocks: 
Letter Boxes.—Corbin line, No. 2417, 
$8 per doz. net; No. 2406, $8.65; No. 
2416, $12; No. 2418, $12; No. 2, $14.50; 
No. 4, $18: No 2437, $5.40. Hessler 
rural delivery, " $11.50 per doz. net. 
MASONS’ TOOLS.—With the modera- 
tion of weather conditions, advance 
order for masons’ tools have made 
their initial appearance. Retail stocks, 
in general, are low, and jobbers look 
for a good season. 


We quote from Boston jobbers’ 
stocks: 
Masons’ 
per doz. net: 
24-in., $33. Hawks, 
20 =6per.§ doz.: darbies, 3%x 42x 
3/32-in., $22; floats, 5x 12-in., $12. 


NAILS.—An active demand for nails 
has sprung up. In fact, business is 
better than it has been in many weeks. 


quote from Boston jobbers’ 


Tools.—LBags, 18-in., $24 
20-in., $27; 22-in., $30; 
13 x 13 x 3/32-in., 


Jobbers’ stocks are small, consequently 


it does not take much of an increase 
in consumption to force retail firms 
into the nail market. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $4 per keg 
base; from mill, in carload lots, 93 
per keg base, in less than carloads, 
$2.25 f.o.b. Pittsburgh; cut nails from 
store, Western, $5.25 per keg base; 


hardened steel, ‘direct shipments from 
mill, car lots, $3.70, less than car lots, 
$3.85, f.o.b. Pittsburgh: Tremont, in 
less than car lots, $3.95; hardened 
steel, $7.70 f.o.b. Wareham, Mass. 


ROPE.—Manila rope has been ad- 
vanced 3 cents a pound, and sisal 1 
cent. 
We 
stocks: 
Rope.—Manila, 28c. per lIb., base; 
sisal rope, 20%c.; hay rope, 20c.; cot- 
ton rope, 46c. 


quote from Boston jobbers’ 


Lathe Yarn.—Sisal, €130, 19c.; 
1200, 20c. per Ib. 

Twine. —Hemp in %-lb. balls, No. 
12, 40c. a Ib.; No. 18, 35c No. 24, 


33c.;: No. 36, '32c.: No. 48, 3lc.; In 
%4-Ib. balls No. 18, 37c. a lb.; No. 24, 


36c. On reels, No. 18, 36c. a lb. Cot- 
ton marsac, three-ply, in 5-lb. sacks, 
No. 1, 62c. a lb.; masma, No. 2, 59c.; 


jute, ‘in ¥%-Ib. balls, 27c.; cable laid, 
No. 36, 75c.; Wool twine, four-ply, in 
1-lb. balls, '17¢. a Ib.; marlin, two- 
ply, in 1-lb, lots, 24c. ‘a lb.; in 50-Ilb. 
rolls, 27c.: three-ply, in 1-lb. balls, 
23c. a lb.; in 2-lb. balls, 20c. 


Reading matter continued on page 114 
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To help you sell Mirro economy 


Women who know Mirro Aluminum buy — above, in which women will again be urged 
it for its economy, more than for any other to date their aluminum and find out for them- 
quality. No more effective argument can _ selves how economical Mirro utensils are. 


be used in selling this ware. =“ | 
B This is an argument which Mirro dealers 


can use with telling effect. All women want 
Mirro—for its beauty, for its fine cooking 
qualities, for the ease with which it can be 
kept clean, and, not least, simply because they 
“Date it and see how long it lasts. It isn't want the finest. 

the first cost that counts: it’s the cost by 
the year.” 


And the best economy argument we know 
about is the “date your aluminum” idea that 
we are using in Mirro advertising: 


Just tell them, then, that they can have Mirro 
with all its fine qualities and be money ahead 
In The Saturday Evening Post for March —and that by buying any Mirro utensil and 
28th there will be a full-page Mirro adver- dating it, they can prove its economy long 
tisement, with the same illustration as that _ before the utensil has even begun to wear out. 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S.A. 
Makers of Everything in Aluminum 


CMIRRO 


The Finest Aluminum + 
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SAW FRAMES.—Some of the leading 
manufacturers of saw frames have ad- 
vanced prices about 10 per cent, and 
at the same time have made a sizable 
reduction in the cost of blades. 


We quote from Boston jobbers’ 
stocks: 
Wood Saw Frames.—No. 03, $5. 


per doz., net; No. 50, $6.50; No. 40, 
$7.48. 

"Blades.—No. 6, 30-in., $5.20 per 
doz. net; 32-in., $5.85. No. 11, 30-in., 
$6; 32-in., $6.65. No. 45, 32- in., ro 


Complete Sets.—No. 150, $12.7 o— 


doz. net; No. 150 Champion, $13, 65; 
No. 40, $15.55: No. 45, $15.20; No. 
111, $16.35. 


SCREENS AND DOORS.—Bookings 
on screens and doors by the jobbing 
trade are not as large as those for the 
corresponding time last season. Dur- 
ing the past few days, however, busi- 
ness has been picking up. 


We quote from Boston jobbers’ 
stocks: 


Screen Doors.—No. 241, 2x6, $1.66 
each; net; 2x8, $1.74; 2x10, $1.83; 3x7, 


2x8, $4.05; 2x10, 
Combination screen 
door. No. 80, 2x6, 
2x10, $8.04; 3x7, 


x 
$4.20; 3x7, $4. 36. 

door and storm 
og 2x8, $7.64; 


a Screens.—C . "ae" 


No. 
2, $4.82 per doz. net: No. 3, 88: 


Spring Goods Continue Ac- 
tive in New York 


From all sources come reports that 
this has been a banner year for selling 
spring goods in advance. Various es- 
timates place 1925 future orders any- 
where from twice to three times as 
large as last year’s volume. The fact 
remains that dealers have shown a very 
confident market spirit in considering 
spring needs. Jobbers are delivering 
spring items, and in some cases are re- 


ceiving urgent requests to do _ so 
promptly. 
We have added poultry netting 


prices this week. Limited space neces- 
sitates leaving out some items this 
week, which will appear next week, as 
regards to spring buying. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YOR 


Lawn Mowers 


Three-blade, 
wheel, 12 in., .85; 
in., $5.50, and 18 in., $5. 80 each. 

Same, with ball bearings, 12 in. 
$6.65; 14 in., $7; 16 in., $7.35, and 18 
in., $7.70 each. 

Four-blade, 9 in. wheel, 
ing, 12 in., $8.2 5; 14 in., $8.55 
$8.85, and 18 in., $9.25 each. 

Same, with 1014-in. wheel, 
- 16 in., $10; 18 in., $10.50; 

Five-blade, 10%-in. wheel, 
bearing. 16 in., $12; S jn., 
20 in., $13.35 each. 

Same, with 10 
$15.35; 18 in., $16, 


each. 
Dahlia Poles 


ft., 3%ec 


S-in. 
16 


bearings, 
14 in., $5.15: 


plain 


ball bear- 
- 16 in., 


14 in., 
20 in., 

ball 
$12.70; 


16 in., 
$16.75 


in. wheel, 
and 20 in., 


oles, 2 to 5\e.: 
4 


to 8c 


Grass Catchers 


bottom, 
each. 


Dahlia 
3 tm... 7 


for 
For 


(jrass catchers, 
mowers, 12 to 16 in., 
16 to 20 in. mowers, 70c. each. 

With round back, made of heavy 
white canvas, with heavy galvanized 
perforated bottom, for 12 to 16 in. 
mowers, %0c.: for 16 to 20 in. mowers 


$1.05. 


plain 
60c. 


Wheelbarrows 


Canal barrows, steel wheel, $3.45 


each, 














HARDWARE AGE 


Hummer 1833, $4.94: No. a 


$6; No. 3437. 36 a0; No. 2837, $7.4 
SCREEN DOOR eileen a 
comparative way, spring door guards 
have sold better than screens and doors 
so far this season. The dent made in 


jobbers’ stocks, nevertheless, is not 
very deep. 
We quote from Boston jobbers’ 
stocks: 


Screen Door Guards.—Donley line, 
26, 28, 30 and 32-in., 45c. per set of 
three, net. 


SILVERWARE.—Some retail dealers 
are laying in silverware supplies in 
anticipation of public buying as gifts 
for Easter brides. 
We from 
stocks: 


Silverware.— Community Tudor 
plate spoons, tea, $2 per doz.; des- 
sert, $3.74; table, $4, soup, $4; ‘forks, 
dinner, $4; dessert, $3.75: knives, 
dinner, embossed handle, $4.50; des- 
sert, $4.38; dinner, plated, $11.40; 
stainless, $12.68; dessert hollow 
handle, $10.78; stainless, $12; fruit, 
$4.44. Discount for cash 2 per cent. 


SOLDER.—Jobbers have dropped 
solder 3 cents to 5 cents a pound, de- 
pending on quantities. Since this drop 
the manufacturers have lowered prices 
another notch. 


quote Boston jobbers’ 


Wheelbarrow, steel tray, wood 
frame, steel wheel, $5.60 each 
Same with steel frame, $7.35 each. 

Dutchess garden barrow, body 
width, 19% x 15%, $5.60 each. 

Same, 21% x 19, $6.30 each. 

Same, 25 x 21%, $7.25 each. 

Sprayers 

Galvanized, 4 gal, $4.88 each; 
brass, 4 gal., $7.50 each; bucket 
pump type, $2.75 each. Tin, % pint, 
23c. each. Tin, 1 qt., 3le. each; 
brass, 1 qt., $1.15 each; galvanized, 
1 qt., continuous, 88c. each. 

Hedge Shears 

Disston, plain, 8 in., $1.65, and 9% 
in., $1.78 per pair; 10 in., $1.90 per 
pair. 

Disston, notch, 8 in., $1.78; 9 in., 
$1.90, and 10 in., $2.02 per pair. 

Berder Shears 

Without wheel, $2.95 each: with 
awwheel, $3.50 each. 

Lawn shears, with two wheels, 

/ 


$3.50 each. 
Lawn Rollers 
Dunham waterweight type, No. 
No. 10.70; No 7, $15.35: No. 
No. 9, $17. 35 each. 
Pruning Shears 
S. Smith No. 


2, 
$9; 5, 
$13.35; 


0 Spiral spring, 9 in., 
$4.70 doz.; No. 21 Flat spring, 9 in., 
$8 doz.: No. 30 Volute spring, 9 in., 
$8.35 doz.; No. 40 Volute spring, 9 in.., 
N. P., $14.70 per doz.; No. 130 Volute 


spring, ratchet nut, $9.70 per doz.; 
No. 140 Volute spring, 9 in., 2 as 
ratchet nut, $16.35 per doz; No. “4770 
Volute spring, 6 in., N. P., $12.70 per 
doz. 

Disston’s Extra Quality.—-No. 150 
Volute = spring, full pol., 8% in., 


No. 250 Volute spring, 
half pol., 8% in., $21. 50 per doz.: No. 
152 Hinge spring, full pol., 83, in., 
$24.75 per doz.: No. 252 Hinge, half 
pol., 8% in., $21.50 per doz.; No. 153 
Leaf spring, full pol., 8 in., $24 doz.; 
No. 253 Leaf spring, half pol., 8 in., 
$20.75 per doz. 

Disston Pruning: Shears. — No. ” 
Heavy, 27% in. , $2.2 25 pr.: No. 2 Med., 
27% in., 2.17 pr. No. 3 Heavy, two 

, $2.17 pr No. 5, 


eurved jaws. 27% ‘in. 
handles 9 in., pol. blades, 3y in., 
Pruners. — 6-ft., 


$1.65 pr. 
Standard e 
10-ft., $1.55; 12-ft., 
Tree 


$1.30: S-ft., 
3. Ob: 


$24.75 per doz.: 


Tre 
$1.40; 
$1.70 each. 

Disston’'s 
ners.—6-ft., 


Pru- 
10-ft., 


Iextra 
$2. 80: 


en 


lity 
S-ft., 








his 
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We quote from Boston jobbers’ 
stocks: 

Solder.—In less than 10 Ib. lots, 
45c. a pound; in 10 Ib. lots or larger, 


40c. 


SW EEPERS.—Jobbers report that 
orders for sweepers, dry mops and 
other spring house cleaning goods keep 
plugging in, and that the volume of 
business this season to date is satis- 
factory. 


We quote from Boston jobbers’ 
stocks: 

Carpet Sweepers.—Grand Rapids, 
japanned, $44 per doz., net; nickeled, 
$48; Standard, japanned, $36; Uni- 
versal, cyco bearings, $42; nickeled, 
$46; American Queen, ball bearing, 
$54; Parlor Queen, $56. Toy sweepers, 
dozen lots, Daisy, $2.10; Queen, $3.50: 
Jewel, $10. 

Vacuum Sweepers.—Universal, No. 
F720, $35 each; in lots of three, $33; 
in lots of twelve, $31.50; No. E7201, 
with attachments, $41.50 each; in lots 
§ three, $39.50; in lots of twelve, 
$38. 


WIRE CLOTH.—Wire cloth, poultry 
netting and cellar window wire are all 
in demand, the buying coming from 
small retail dealers. Large retail 
firms covered their spring and summer 
requirements some time ago, 


$3.35; 12-ft., $38.50 each. 

Little Giant Pruning Hooks 
Saws, $2.15 each. 

Orchard Pruning Hooks and Saws, 
$2.10 each. 

Pruning Saws. — Disston’s 3 x 16, 
99c. each; 4 x 16, $1.19 each; 5 x 16, 
$1.25 each; 7 x 16, $1.43 each; 40 x 16, 
Sle. each. 

Pruning knives, 62c. each. 


J. T. Henry Manufacturing Co. 
Pruning Shears 
No. 0 spiral spring 9-in.$ 4.50 per doz. 
‘oO. 1 Henry’s genuine 
flat brass springs. 
No. 4665, 9-in. California 


and 


8.25 per doz. 


EE cling sd cine dean 8.00 per doz. 
No. 4666, 9-in., polished. 12.00 per doz. 
“> _— 9-in. ratchet 

Pere ee ene 9.10 per doz. 

“—" 4770, 6-in. ladies’.. 12.00 per doz. 
No. 477 1, heavy wide 

WE sik-béwos 646460%00 14.50 per doz. 


Poultry Netting 
Poultry netting, New York stock, 
00 per cent off list; factory stock 50 
and 7% per cent off list. 


Poultry Netting Staples 


Poultry netting staples, % in., in 1 
lb. packages, 9%c. per Ib.: in 10 Ib. 
boxes, 9c. per Ib.: in 100 Ib. kegs, 
7%c. per Ib. 


Royal Salesmen Will Race 
to Annual Convention 


The sales force of the P. A. Geier 
Co. of Cleveland, manufacturers of 
Royal electric cleaners, are engaged in 

a spirited contest which culminates in 
the company’s annual convention at the 
factory in Cleveland, on April 14. It is 
planned to make the gathering a real 
company convention; participated in 
by manufacturing and clerical depart- 
ments as well as sales, advertising and 
administration. 


White Leaves Clipper Tool 


P. M. White, sales manager Clipper 
Tool Co., Ine., Buffalo, N. Y., severed 
connection with that company 
March 7. Mr. White has not announced 


_his future plans. 


Reading matter continued on page 116 
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Wf QVALITY LEAVES 














As Silent and Sure 
as the Close of Day 


The inevitable close of day is no more silent nor more 
sure than the positive operation of all doors equipped 
with the— 


R-W Door Closer and Check 


Six sizes, suitable for every door from the light screen 
frame to heavy outside doors which are required to 
close against a strong draft. 


The R-W Door Closer and Check is made and assembled with watch- 
like precision. Many notable features are included in its construction, 
such as instant adaptability to right or left hand doors; simple adjust- 
ment of closing pressure controlled by a single milled screw; arrange- 
ment which prevents spring from being wound beyond the safety limit; 
high lubricating property of special liquid, and leakproof construction. 


All these advantages plus the R-W imprint, which is the “‘sterling 
mark”’ of standard hardware, combine in the production of the perfect 
door check and closer. Write to Dept. A ‘or catalog containing com- 
plete line and detailed descriptions. 





Showing simple adjustment of 
closing pressure accomplished by 
the fingers without tools. 


Also exclusive manufactur 

ers of Slidetite Garage Door 
Hardware,R-W IDEAL 
Elevator Door Hardware, 
AiR-Way Multifold Win- 
dow Hardware, and other 
nationally-advertised items 


of builders’ Hardware. 





New York 
Boston 
Philadelphia 
Cleveland 


Indianapolis 
St. Louis 





Cincinnati AURORA, ILLINOIS.U.S.A. 


RICHARDS-WILCOX CANADIAN Co., LTD. 
Winnipeg LONDON, ONT. Montreal 


Chicago 
Minneapolis 
Omaha 
Kansas City 
Los Angeles 
San Francisco 


Seattle 

















12> agg waa 
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Northwest Expects Good Spring Business— 
Collections Reported as Satisfactory 


(Minneapolis office of HARDWARE AGB) 
HERE is very evident, in all lines of business, the 
feeling that spring is in the offing, and that rapid 
preparations for the coming trade must be made. 
Prospects for business this year are very bright, and 
dealers are looking forward to a better year than for 
Jobbers also are preparing their stocks 
for heavier business than for the past two or three years 
The effects of the good crops of last 
year are beginning to be felt in the larger centers of 
It is said that architects have more plans on file 
and in process of making than any year lately, and this is 


T 


some time past. 
in the Northwest. 


trade. 


AXES. 
line. Prices are steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14: double bit axes, 
base weights, $19. 


BATTERIES.—With the removal 





of 


WCCO broadcasting station from the . 
confines of Minneapolis, it has been | 
found that crystal sets do not receive | 


from that station as formerly, without 
aerials. This has resulted in the sale 
of aerials in many cases, but it has 
also increased the demand for more 
complete sets in the cities. While the 
new station is located within twenty 
miles of the Twin Cities, this change 
has resulted in the above conditions, 
and dealers are finding an increased 
demand for the better set, which has 
increased the sales of batteries also. 
Stocks are in fair shape, and prices 


steady. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: No. 6 dry cells, 


case lots at 29 cents each; radio ‘‘B” 


batteries, unit package quantities, 
No. 766, $1.30 each; No. 764, $1.14 
each; No. 767, $2.44 each; No. 772, 


$2.44 each; No. 770, $3.09 each; radio 
“C”’ batteries, No. 771, 39 cents each, 
net. 


BOLTS.—Sales are improving, 
stocks are well filled. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
per cent, stove bolts at 75 per cent. 
and lag screws at 60 per cent from 
lists. 


BRADS.—Call for brads is increasing 
slightly, with the beginning of building 


operations. Stocks are heavy, and 
prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes, 70-10 per cent. 
COASTER WAGONS.—Dealers' are 


selling wagons and wheel goods at a 
fair rate for this season of the year. 
Stocks are in good condition, and prices 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coast- 
er wagons No. 60, $5.50 each; No. 61, 
$6.44 each: No. 62, $7.02 each; No. 63, 
$7.22 each. Overland coaster wagons, 
50 per cent from factory lists: all 
steel coaster wagons, 50 per cent from 
list. 


spring trade. 


Sales are still good in this | EAVES TROUGH CONDUCTOR PIPE 


AND ELBOWS.—tThis line of hard- 


ware has not begun to move to any 


extent as yet. 


Stocks are well as- 


| sorted for the coming call, and prices 





unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 
joint, single bead, 5 in., $5.25 per 100 
ft.;: 3 in., 28 ga. conductor pipe, $5 
per 100 ft.;: 3 in., conductor elbows, 
$1.75 per doz, 


FIELD FENCE.—Spring sales have 


not yet started, but dealers are well 


prepared for the coming call. Prices 
are unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Grade L, hog 
fence, 26 in., $30.38 per 100 rods. 


FILES.—Stocks are full in expectation 
of a good call in this line. Prices are 
steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 
files, 50 per cent; second grade of 
files, 60-10 per cent from standard 
lists. 


GALVANIZED WARE.—Sales are im- 
proving in this line. Dealers are in- 


clined to invite trade by putting on 


'specials at this 


time of the year. 


| Stocks are heavy and prices unchanged. 


and | 


We quote from jobbers’ stgcks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs. $6.85: No. 2, $7.75; 
No. 3, $8.95; heavy galvanized tubs, 
No. 1, $12: No. 2, $13.25; No. 3, 
$14.50 per doz.: standard galvanized 
pails, 10 qt., $2.55; 12-qt., $2.90; 14 
qt., $3.20: stock pails, 16 qt., $4.50; 


18 qt., $5.20 per doz., net. 


GLASS AND PUTTY.—Demand is 
fair, with well filled stocks from which 


to draw. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, S823 per cent, 
and double strength glass, 85 per 
eent from list. Strictly pure putty 
in 50-lb. drums, $4.85 ewt., and in 


25-lb. drums at $5 ewt. 








seen as a sign of much improved building operations. 

This work is not, apparently, confined to any one line 
of building endeavor, but embraces commercial buildings 
as well as residential properties. 
have been rather quiet, due mainly to the fact that win- 
ter staged a come-back that resulted in the sale of snow 
shovel and scraper stocks, making a very good clean-up 
of this kind of merchandise. 

Collections are fair for this time of the year. Dealers’ 
stocks are in the main ready for the opening of the 


The past two weeks 


Hatchets, Plumb’s broad, No. 


14.45; shingling, No. 2, $11.20 
doz.; Plumb’s claw hatchets, No. 2, 
$12.50 doz., net. 

HOSE.—Dealers have their _ initial 

stocks of hose ready for the early call. 

Prices are steady as quoted. 


We quote from jobbers’ 
f.o.b. Twin. Cities: Competition, % 
in., hose at 9c. ft., ader in., 5 
ply at 9%c. ft., Good Luck, in., 
6 ply at lic. ft.; Bull Dog, % in., 


7 ply, 13%c. 

NAILS.—Sales show some slight im- 
provement, and stocks are well filled. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.45 per keg base, and ce- 
ment coated wire nails at $2.95 per 
keg base. 


PAINTS AND WHITE LEAD.—Sales 
are beginning to improve to some 
slight extent. There has been some 
quantity of inside finishes sold, for this 
class of work, during the past few 
weeks. The public is taking notice to 
some extent of the advice to have this 
class of work done in the slack season. 
Prices on white lead and paint have 
not changed. 


stocks, 


We quote from _ jobbers’ _ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10 per gallon; second 


grade house paints at $2.10 per gal.; 
barn paint, second grade, at $2.25 
gal. 
ROPE.—Sales are showing signs of 
improving. Stocks are well filled and 


prices have taken a sharp upward turn. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 284% cents per pound, base, 
and best grade sisal rope at 19% 
cents per pound, base. 


_SCREWS.—Stocks are well filled for 
the coming demand. Prices are steady. 


HAMMERS AND HATCHETS.—Tools | 


are beginning to attract the interest of 
the trade, and stocks are ready for 
the spring call. With the excellent 
prospects for building, sales are ex- 
pected that will run to good figures. 
Prices have not changed. 


We quote from jobbers’ stocks, 
fob. Twin Cities: Mayvdole No. 11% 
hammers at $12.60; Plumb, No. 


HFS81, 
$10.50: Riverside, No. 61134, $10.50 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flathead bright 
cserews, 75-15 per cent: round head 
blued screws, 75-5 per cent; flat head 
brass, 70-10 per cent, and round head 
brass, 65-10 per cent. 


SOLDER.—Stocks are full, and prices 
steady. Demand is still at a low point. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Warranted half 
and half solder at 39%c. per Ib.; 


strictly half and half solder at 37c. 
per 1lb., and Dutch Boy solder in 100- 
lb. lots at 39%c. per Ib. 


| 
|'STEEL SHEETS.—Demand has not 
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The live hardware 
dealer says: 





“Everybody Uses It. 


BOSTON 
WOVEN HOSE & 


RUBBER CO. 
Cambridge, Mass. 


Makers of these famous 
brands of Garden Hose 
BULL DOG, 
GOOD LUCK . 

and MILO 


Also 


Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 


“BULL DOG Friction Tape is 
bought by more kinds of people 
than any other item I carry in my 
store. It is used not only by 
electricians but also by plumbers, 
carpenters, garagemen, chauff- 
eurs, car owners, blacksmiths, 
engineers, surveyors, janitors,.and 
so on. No wonder I sell such a 
lot of it. 


‘‘Unwrap a few feet and see how 
the fibrous ‘friction’ holds fast. 
It justifies the maker’s motto ‘it 
sticks—it holds—it lasts.’ ”’ 
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yet started for this class of merchan- | mand has not yet started. Stocks are!’ WIRE CLOTH.—-Dealers have their 
dise. Good business is in prospect, as! well rounded out for the coming sea- | stocks on hand for the trade and job- 
soon as building starts. Prices have} son’s business. Prices have not| bers are expecting heavy re-orders. 
not changed. changed. Prices have not changed. 

We quote from jobbers’ stocks, , , We- quote from jobbers’ stocks, 
fob. Twin Cities: 28 ga. galvan- f wy a — ——— stocks, f.o.b. Twin Cities: Black, 12 x 12 
ized sheets at $5.85 cwt., and 28 ga., .0.b. win Cities : = UFnace coke mesh wire cloth at $2.00 per 106 
black steel sheets at $4.75 cwt. tin, ICL, 20 x 28, $14.25 +a box, and sq. ft., base, and galvanized 12 x 12 
; IC, 20 x 28, 8-lb. coating tin at $14.60 mesh wire cloth at $2.50 per 160 

TIN PLATE.—As with sheets, the de- per box, sq. ft., base. 








How Price Cutting Affects Net Profits 


HE selling price is composed of two elements— 

cost of the goods and gross profit, both fixed to 

a greater or less extent by the past experience of 
the business and by competition. Past experience de- 
termines the amount of gross profit you must secure 
to enable you to pay the necessary expense of doing 
business and leave you a fair return for investment, 
business hazard and effort. Competition constantly 
stimulates you to maintain an efficiency comparable to 
your competitors. Too frequently you try to make up 
the shortcomings of your efficiency by cutting prices 
and when this occurs all past calculations, as far as 
your net profits are concerned, are thrown in the dis- 
card. 

To illustrate—Suppose you have determined that it 
will be necessary to maintain a gross profit level of 
25 per cent in order to give you a fair net profit, and 
then for some real or fancied reason you cut the selling 
price 5 per cent on some commodity in your line, carry- 
ing a gross profit of 25 per cent on the selling price. 
This would necessitate increasing your volume on 
that commodity 18%4 per cent on the basis of your 
regular selling price, in order to maintain the gross 
income you had determined as necessary. But here 
other elements enter that will have a decided effect 
on net profits. Can you increase your volume 18% 
per cent without increasing your selling expense? An 
increase of 18% per cent in volume means an increase 
of 25 per cent in the physical quantity of goods han- 
dled. Can you handle 25 per cent more goods without 
increasing your handling expense? If selling ex- 
pense be increased and handling expense be increased, 
to produce the same gross, it is obvious that net 
profits must be decreased. 

A cut of 8 per cent will require 351% per cent more 


volume in dollars and the handling of 47 per cent 
more goods in quantity to produce the necessary gross 
profits. 

A cut of 10 per cent will require 50 per cent more 
volume in dollars and the handling of 66 2-3 per cent 
more goods in quantity to produce the necessary gross 
profit. 

A cut of 12% per cent will require 75 per cent 
more volume in dollars and the handling of 100 per 
cent more goods in quantity to produce the necessary 
gross profit. 

A cut of 15 per cent will require 112% per cent 
more volume in dollars and the handling of 150 per 
cent more goods in quantity to produce the necessary 
gross profit. 

And now you are ready to ask how do you get such 
figures. Simple enough—here is the formula. Using 
$100 as the cost, a 5 per cent cut reduces your selling 
price to $95 and your profit to $20, cost remaining the 
same. By dividing $20 by $95 you find your percent- 
age of profit is 0.2105. If your percentage of 
profit is 0.2105 and you want $25 as your actual 
gross, by dividing 25 by .2105 you find it will take 
$118.75 in sales to produce your $25 or an increase 
of 18% per cent on your regular selling price. 

In physical quantity of goods, that which you for- 
merly sold for $100 you now sell for $95. In order to 
produce $25 in gross profit you found that you would 
have to sell $118.75, which is an increase of $23.75 
over $95, and $23.75 is 25 per cent of $95, which is 
the increased quantity of physical goods necessary 
to be handled. 

When,cutting prices or planning a cut, figure care- 
fully what it will cost you.u—The Oregon Merchants’ 
Magazine. 











Will Handle Distribution on 
Murray-Black Line 


The Murray-Black Co.’s line of paper 
hangers’ tools is now being sold in the 
Metropolitan district and Hudson River 
cities through the New York office of 
the John Russell Cutlery Co., at 151 
Chambers Street, which is under the 
supervision of F. P. Hinchman, the 
New York manager. This territory in- 
cludes Albany, Troy and Schenectady. 





New Holophane Datalog 


The Holophane Glass Co., 342 Madi- 
son Avenue, New York, N. Y., has is- 
sued a new edition of the Holophane 
Datalog. 

This publication, as its name implies, 





is a combination data book and catalog 
and includes several new developments 
which the Holophane company has 
brought out in the last year. 

Among these new developments are 
the No. 944, 200-watt window reflector, 
the No. 980 Watchman circuit lighting 
unit and the C-2172 corridor lighting 
unit. 





New England News Notes 


Joseph Fiorante, heretofore a car- 
penter, is about to open a small retail 
hardware store at Elm and Jackson 
Streets, Lawrence, Mass. 





M. Friedman, Broadway, Chelsea, 
heretofore doing a retail hardware 
business under his own name, has taken 








a partner, M. Lietzky, and as of March 
1 will do business under the firm name 
of Broadway Radio & Hardware Co. 


E. W. Taylor Elected Director 
of L. S. Starrett Co. 


At the recent annual meeting of 
the stockholders of the L. S. Starrett 
Co., tool manufacturer of Athol, 
Mass., Ernest W. Taylor was elected 
to the board of directors, to fill the 
vacancy caused by the death of Hon. 
James A. Stiles of Gardner, Mass. 

Mr. Taylor has been with the com- 
pany for twenty-eight years, during 
which time he has been in charge of 
credits and collections, and for the past 
two years has held the office of assis- 
tant treasurer. 
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Goods that pass quickly through 
the “Neck of the Bottle”’ 


UR job and yours is to help and the faster the flow, the 
the retail salesman, because, greater the turnover. 


as we all know, he is the last Qjur job in assisting him is to pro- 
point of contact in reaching the vide goods that have good talk- 
consumer. On him depends the ing points, goods in which the 
speed with which goods flow customer can readily see value— 
through the “Neck of the Bottle,” briefly, goods that sell. 





For instance Rome Copper Tea Kettles: 


Made of enduring copper, polished or nickel 
plated, attractive in appearance, and easily 
kept beautiful with the care ordinarily given 
other utensils. 


1. Rigid handle on steel. 

2. Brass ferrules rigidly fixed to wood 
handle. 

. Breast seamed to body; will not leak. 

. Spout seamed to body; will not drop 











off. 

. Cover hole edge turned over tinned 
steel rod; very strong. 

ne keeps handle from getting 
ot. 

. Heavily tinned ears; will not rust. 

. End of spout wired to prevent denting. 

. Knob solidly riveted to cover. 
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Ask your jobber or write to us. 











ROME MANUFACTURING CO. 


ROME NEW YORK 
Branches: 

NEW YORK, 342 Madison Ave. BOSTON, 60 India Street. 

CHICAGO, 1431 Lytton Bldg. SEATTLE, 302 Pioneer Bldg. 


SAN FRANCISCO, 610-614 Wells Fargo Building. 
LOS ANGELES, 1006 Washington Bldg. 




















EVER ENDURING COPPER UTENSILS 
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Cold Weather Hampers Business in Chicago— 
Construction Program Expected to Help Sales 


nails or wire in spite of the recent raise in the mill prices 
for the second quarter. The mills themselves continue 
operating at full capacity and there is enough new busi- 
ness coming together with that previously booked to in- 
sure prosperity in the steel industry for at least some 
months in the future. 

Prices of hardware items for the most part remain firm, 
with a continued upward tendency, but there are some 
exceptions to this general condition. Cord tires took a 
slight drop and white lead fell off fifty cents per hundred 
in this market, but, on the other hand, there were several 
sharp advances recorded during the week. Prominent 
among them were the marked rises in rope, roofing papers 
and linseed oil. 

Collections by the retailers are reported to be very 
satisfactory. 


(Chicago office of HARDWARE AGE) 


r NHE extremely cold weather of the past few days 
has had the effect of slowing up retail sales but in 
spite of this business has been moderately active and 

dealers everywhere express the optimistic belief that a 

few days of warm sunshine will immediately stimulate 

trade. Their optimism is backed up by the fact that retail 
hardware sales so far this year seem to be running away 
ahead of last year. 

Building conditions are not yet favorable but at the 
same time many construction jobs have already been 
started and many more are in prospect. Jobbers report 
that the volume of sales on builders’ hardware items is 
extremely satisfactory and, in fact, some manufacturers 
are already beginning to drop behind on deliveries. There 
has been no change in the local jobbers’ prices on sheets, 


AUTOMOBILE ACCESSORIES.—Cord | CHAIN.—Prices are unchanged. Sales on eee. tee nach ton Ter $2.68 


tires take a drop, other prices un- | are reported as good. each. 
changed. Sales are normal. We quote from jobbers’ stocks, Battery Chargers. — Apco line, in 
f.o.b. Chicago: %-in. proof coil chain, lots of less than 10, $13.50 each, net, 


we ote fn Se ate, $8.50 per 100 lb.; Tenso, Bull Dog Tubes.—Cunningham and R. C. A., 


f.o.b. Chicago: and Brown coil chains, 50-10 per 
: . 5, 3 list. Discount, 25 per cent. 

i oreo sees. Se ame: cent discount; No. 00-4% electric — ds kK Ww -“ iastate 
regular, 58c each; Champion X, 45 welded cow ties, $2.75 per doz. ou peakers.— Western ec , 
each; Champion Blue Box line, 53c No. 522W, $9.50 list. Discount, 30 
ag oy oe <_ a. * COPPER RIVETS AND BURRS.— per cent. 

100, 56c. A. C. Special Ford, 44c eacn., . . ; 

Spot ie aden, No. 3280, The price is very firm. A steady de- | FIELD FENCE.—Present prices are 
$6.50 each. , ee Ford $4 mand continues. firm. Sales are good. 

Horns.—E. A. Electric (Ford), We quote from jobbers’ stocks, We quote from jobbers’ stocks, 


f.o.b. Chicago: 726-6-121%4, $30.38 per 


each. f.o.b. Chicago: Copper rivets and 
100 rods; 1948-14%, $45.92 per 100 


—Ajax No. 6, 90c th; Na- 
Jacks.—Ajax No. 6, 90c each burrs, 40 per cent discount. 


tional Standard No. 21, $1.20 each. a 
Pumps. — Rose, 1%-in. cylinder, CUTLERY.—Current sales are good. sone 
Prices are strong. FILES.—Prices are unchanged. Sales 


$1.55 each. 
Chains.—Non-skid, dozen pair lots, 
33% per cent discount; 50 pair lots, DRAIN PIPE CLEANER. — Present are good. 
prices are firm and sales steady. PR le lg gy gg 
We quote from jobbers’ stocks, 


40 per cent discount. 
Tires and Tubes.—30 x 3% oversize 
per cent off list; Nicholson files, 50 


cord tires, $9.45 each; regular cord, 


$7.45 each; gray inner tubes, 30 x 3%, 
$1.20 each; red inner tubes, 30 x 3%, 


f.o.b. Chicago: 
Sconomy Plumber drain pipe clean- 
er, in 1 Ib. net cans, in lots of 3 doz., 


per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


FISHING TACKLE.—Sales for both 
immediate and future delivery continue 
in very satisfactory volume. 


GALVANIZED WARE.—Prices of gal- 
vanized ware remained stationary this 
week. Sales are active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvanized 
after-made water pails, genuine riv- 
eted ears, 10-qt., $2.30 doz.; 12-qt., 
$2.50 doz.; galvanized wash tubs, 
No. 1, $6.25 doz.; No. 2, $7 doz.; No. 3, 
$8.25 doz.; No. 8 galvanized wash 
boiler, wood grip and handles, $13.75 
doz.; 1-gal. tin breast galvanized ker- 
osene can, $2.35 doz.; 1-bu. galvan- 
ized baskets, $6.50 doz.; 11%4-bu. gal- 
vanized baskets, $8.75 doz.; 5-gal. 
galvanized oil cans, galvanized breast, 


$1.50 each. 

AXES.—Prices are slightly higher than og gg a Lg ty Soke ah a 

last season on all but one unguaran- nell i” iacaitetetiaias 
Same, in 2 Ib. net weight cans, in 

teed axe. ; lots of 2 doz., $4.90 per doz; in lots 

We quote from jobbers’ stocks, 


) of 6 doz., $4.70 per doz.; and in lots 
f.o.b. Chicago: First quality single 


of 12 doz., $4.50 per doz. 
bitted unhandled axes, 3 to 4 Ib., $14 Hercules tile and porcelain cleaner, 
doz. base; double bitted, $19 doz. 


in 1 lb. net weight cans, $2 per doz. 
base; good quality black unhandled r 


; ) in lots of 2 doz. 
axes, same weight, single bitted, $13 Hercules boiler liquid, in 1 qt. can, 
doz. base; single bitted handled axes, 


3 $3 each; in % doz. lots, $2.50 each; 
$15.50 to $24 per doz., according to 


in 1 doz. lots, $2.25 each. 
quality and grade of handle; special Same, in % — cans, $5 each; % 
unguaranteed handled axes, $12 per doz. lots, $4.75 each; and in gal. 
doz. base. cans, $9 each. 
BOLTS AND NUTS.—Prices are firm | EAVES TROUGH AND CONDUCTOR 
and the demand is good. PIPE.—Present prices are unchanged 
We quote from jobbers’ stocks, in this market. Sales are very good. 
wee are — = We quote from jobbers’ stocks, 
carriage bolts, rolled thread, 60-10 oo ee ee, ee re $6.85 doz.; perpendicular corrugated 
ner Comt Gieseunt: taachine belts. out ne 29 Bete on mae Ocal Mag A age light galvanized ash cans, with cover, 
thread. 50-10 per cent discount: = rye ee pe, akg ver No. 55, $15 per doz.; No. 66, $17.50 
small ‘machine bolts, rolled thread, oe ee cette citer of doz.; No. 77, $20 doz.; heavy galvan- 
50-10-5 per cent discount: all stove a? os ee See aon ized after-made No. 171, $28.20 doz.; 
bolts, 75-5 per cent discount: lag IOWS, o-IN., $ on OZ. No. 191, $37.25 doz.; No. 201, $44.75 
screws, 60 per cent discount. ELECTRICAL AND RADIO MER- doz. 
CHANDISE.—Sales continue to be | GARDEN HOSE AND LAWN SPRIN- 
BUILDERS’ HARDWARE.—Sales are . . : 
ted bei Apt pele very satisfactory. Prices are un- | KLERS.—Prices are unchanged. Sales 
reported as being very good and prices | changed, vabame te Gabe. 


firm. . ; We quote from jobbers’ stocks, We quote from jobbers’ stocks, 
We quote from jobbers’ stocks, f.o.b. Chicago: f.o.b. Chicago: Garden hose, good 


f.o.b. Chicago: 2% x 3% steel butts, Electrical Merchandise. — No. 14 quality, molded hose, %-in., 10%c. 
case lots, old copper and dull brass rubber-covered wire, $7.90 per 1000 per. ft.; %-in., 13c. per ft.; 3-ply, 
finish, $2.67 per doz. pair; 4 x 4 ft.; in 1000-ft. lots, $7.65; No. 18 lamp - quality, wrapped, %-in., 10c. per 
steel butts, old copper and dull brass cord, $14.50 per 1000 ft.; in 1000-ft. t.; %-in., 12c. per ft.; 4-ply, good 
finish, $3.63 per doz. pair; heavy steel lots, $13.75; %-in. brush brass key quality, wrapped, %-in., 12c. per ft.; 
bevel inside sets, case lots, $6.75 per sockets, 19c. each; two-way plugs, 60c. %-in., 14c. per ft.; 5-ply, good qual- 
doz.; steel bit-keyed front door sets, each; in lots of 10, 49%c. each; one- ity, wrapped, %-in., 9c. per ft.; %- 
$1.75 per set; wrought brass bit- piece attachment plugs, 13c. each; in., lle. per ft. Lawn_ sprinklers, 


Rain King, $28 doz.; original fountain 
sprinkler, $8 doz.; Rainbow, 38-in. 
high, $24 doz. 


keyed front door sets, $3.25 per set; two-piece attachment plugs, 12c each: 
cylinder front door sets, $7.50 per dry cells, boxes of 50, 30%c. each; 
set. less than case lots, 34c. each. 
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Tested quality helps you 


sell this roll 


It takes more than good surface ap- 
pearance to sell roll roofing these 
days. It’s the tested and proven 
product that your customer wants 
to buy. And in the long run that is 
the only kind of roofing that is 
profitable to handle. 

In Richardson Rubbertex Roofing 
you have a product that has been 
subjected to the severest of tests and 
has proven its ability to stand up 
under long weather strain. 


Why it wears longer 
The inner foundation of Richardson 
Rubbertex Roofing is Richardson 
felt, which has excelled for more thana century. And 
the waterproofing for this sturdy foundation is 
Viskalt, unusually durable because it is 99.8% pure 
bitumen, especially vacuum-processed. 

Rubbertex is equipped, moreover, with Pyramid 
Kaps for laying. They do away with buckling on 
laps and flashings, which experienced roofers claim 
is responsible for 90% of all leaks in a prepared 
roofing. Instead of centering the pressure on 
each nail, Pyramid Kaps distribute it evenly 
and continuously along the entire length of the 





The penetration test shows 
how firmly Viskalt is knitted 
together internally to resist 
years of weather strain. This 
severe test isonly one of many 
which prove its fitness as a vi- 
tal part of Richardson Roofing 


roofing 


lap to seal it against the weather. 
More selling help 


In addition to having the quality that 
makes for repeat business, Richard- 
son Rubbertex Roofing is partly sold 
to your customers before they enter 
your store. Persistent, concentrated 
advertising makes them prefer 
Richardson Roofing products. 





During 1924 a new and powerful 
advertising campaign, largely in 
color, brought an almost unbeliev- 
able increase in sales to dealers 
handling Richardson Roofing. And 
they will have the benefits of a 1925 
campaign greater than ever before. 


Why not share this business in a big way? Write us 
now for details and samples of Rubbertex Roofing. 
We will send you information on Lok-Top Shingles 
and Viskalt Paints and Cements, other Richardson 
products which are making profits for hardware 
dealers. 


ke RICHARDSON COMPANY 


Dept.61-B Lockland (Cincinnati) Ohio 


Chicago New Orleans New York City Atlanta Dallas 


RICHARDSON 
RUBBERTEX ROOFING 
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GLASS AND PUTTY.—tThere is a | INCUBATORS.—Prices are unchanged. 
slight change in the discount on double | The demand is very good. 
strength A this week. Business con- We quote from _ jobbers’ stocks, 


tinues on a satisfactory basis. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 87 per cent discount; 
single strength A, 34 to 40-in. bracket, 
85 per cent discount; single strength 
A, all other brackets, 84 per cent dis- 
count; double strength A, all sizes, 
85 per cent discount; double strength 

86 per cent discount. Putty, pure 
grade s, $3.75 per 100 lb.; commercial 
$3.40 per 100 Ib. 


f.o.b. Chicago: Incubators, 35 per cent 
discount; brooder stoves, 35 per cent 
discount: insulated chicken waterers, 
$3.25 each. 


LAWN MOWERS AND GRASS 
CATCHERS.—Sales continue to be 
good and deliveries are being made on 
orders taken earlier in the year. Prices 


unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 


HATCHETS.—Sales are improving; Lawn Mowers.—16-in. ball bearing, 


prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets. 
No. 2 shingling, $11.20 doz.; first qual- 
ity hatchets, No. 2 broad, $14. 45 doz.: 
medium quality hatchets, No. 2 
shingling, $7.25 doz.; medium quality 
hatchets No. 2 broad, $10.50 doz. 


5-knife, 11 in. wheels, $12.35 each; 
16-in., ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 9- 
in. wheels, $7.85 each; 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in., ball bearing, 4-knife, 
8-in. wheels, $8 each: 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 


HANDLED HAMMERS.—tThere has each. 


been no recent change in price. 
are in good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16-o0z. 
nail hammers, $10.50 doz.; first qual- 
ity, 16-oz. machinist hammers, $7.85 
doz.; medium quality, 16-oz. nail 
hammers, $6 doz. 


Sales Grass Catchers. — Galvanized bot- 


tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.: galvanized bot- 
tom, for 18 to 21-in. mowers, full 
packages, $9.60 doz.: plain bottom, 
canvas for 18 to 21 in. mowers, $7.60 
doz.; plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


NAILS.—Present prices are unchanged. 


HANDLES, AGRICULTURAL.—tThe | Demand is very good. 


demand is good; prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5- ft., $5.50 doz.; XX, 
4 - ft., $4 doz.; 5- ft., $4.80 doz.; X, 
4%-ft., $2.40 doz.: 5- ft., $2.80 doz. 

Hay Fork Handles. —Bent, chucked 
and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, bent, with strap, 
ferrule and cap, 4-ft., $5.50 doz.; 4%- 
ft., $5.75 doz.; XX bent, 4% ft., $4.50 
doz.; 5-ft., $5.50 doz.; X bent, 4% 
ft., $3 doz.; 5-ft., $3.40 doz. 

Manure Fork Handies.—Bent, best 
grade, 4-ft., $4.75 doz.; ;" a ft., $5.10 
doz.; XX bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; X bent, 4-ft., $2: 60 
doz.; 4% ft., $2.95 doz. 

Garden Hoe Handiles.—XX, 4'%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake Handles. — XX, 5%- 
ft., $5.25 doz.; X, 5%-ft., $3.25 doz. 

Shovel Handles.—Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., $3.90 
doz.; D handle, best grade, $7.95 doz.; 
X grade, $6 doz. 

Spade WHandles.—D handle, best 
grade, $7.75 doz.; X grade, $6 doz. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.25 per keg base; cement coated, 
$2.55 per keg base. The extra for 
galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
1-in. 


OIL STOVES.—Prices are unchanged. 


Sales are fair. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $28 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list; Superfex 2-burner, $36 each list; 
3-burner, $45 each list; 4-burner. 
$58.50 each list. All subject to 30 per 
cent discount. Lots of ten or more 
are subject to 30-5 per cent discount. 


PAINTS AND OILS.—Linseed oil 
takes another advance, while white 
lead drops back. Other prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.33 
per gal.; 5-barrel lots, $1.28 per gal. 

Linseed Oil. — Boiled, barrel lots, 


HANDLES, TOOL.—Sales are active, $1. “’ per gal.; 5-barrel lots, $1.31 per 
as local prices are very low, notwith- 6a. Pspentine. Barcel teta, 8205 per 


standing recent factory advance. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handiles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handies.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drum, extra, $6, 
returnable. 

White Lead.—100-Ib. kegs, $16.25; 
50-Ilb. kegs, $8.40; 25-lb. kegs, $4.25; 
12%-lb. kegs, $2.20. 

Dry Paste.—Barrel lots, 7%c. per 


Ib 
Shellac.—(4-Ib. goods) white, $3.50 
per gal.; orange, $3.20 per gal. 


a eg orgy ange bo noted seneton Venetian Red. .—In barrels, 
in the sale of this line. No price | pyREX WARE.—Sales are always 


change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., $1.60; 8- in., $2. 70; 10- in., $4.30 
per doz. pair; extra heavy T hin nges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56; 10- -in., $5. 10 
per doz. pair. 


good around Easter time. Prices are 


firm. 

We ete from jobbers’ stocks, 

>. Chicag 
read Pans.—No. 212, $7.20 doz.; 

No. “O14, $12 doz. 

Casseroles. — Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 


ICE CREAM FREEZERS.—Sales are Casseroles.—Oval, No. 193, $12 doz.: 


normal; prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1- 
qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6.75 list; 4-qt., $8. 25 list; 6-qt., 
$10.45 list; 8-qt., $13.50 list; 10-at., 
$18 list; 12-qt., $21.55 list; 15-qt., 
25.60 list; 20-qt., $33.20 list; 25-qt.; 
42.60 list; Arctic, coat» $4 list; 2-qt., 
4.60 list; 3-qt., $5.55 list; 4-qt., .80 
list; 6- at.,’ $8. 60 list; 8- -at., $11 1.10 list. 
All the above less 60 per cent dis- 
ceunt. 


No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.--No. 231, $8 doz.; No. 
232, $14 doz. 


ROLLER SKATES.—Prices are firm. 


A large volume of sales is reported. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
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for boys, $1.30 per pair; for girls, 
$1,40 per pair. 
ROOFING AND PAPER.—An advance 
is recorded this week, due to the high 
material costs. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.10 per 
square; best grade tale surfaced, $2.35 
per square; medium talc surfaced, 
$1.75 per square; light tale surfaced, 
$1.10 per square; red rosin sheathing, 
$62 per ton. 


ROPE.—Manila and sisal fiber continue 
their rapid advances, resulting in an- 
other change in prices on rope. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Standard 
brands, 26%c. to 28%c. per Ib.: No. 
2 Manila, 25%c. per lb.; No. 1 Sisal, 
17%c. per lb.; No. 2 Sisal, 16éc. 
per Ib. 


SASH CORD.—Prices are very firm. 
Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$10.55 per doz. hanks; No. 8, $12.10 


per doz. hanks. 


SASH PULLEYS.—Prices are un- 
changed. Sales are improving. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common _ sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. dez.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 


SCREWS. — Prices are unchanged. 
Sales are satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 78-10 per cent new list; round 
head blued, 76-10 per cent list: flat 
head brass, 76-5 per cent new list; 
round head brass, 74-5 per cent new 
me japanned, 72-10 per cent new 

st. 


SCREEN DOORS AND WINDOW 
SCREENS.—Sales are of satisfactory 
volume. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Screen Doors.—No. 266, 2 ft. 8 in. x 
6 ft. 8 in., $22.80 doz.; No. 296, 2 ft. 
8 in. x 6 ft. 8 in., eo No. 311, 
2 ft. 8 in. x 6 ft. 8 in., $32.1 0 doz 

Window Screens.—No. 1833, “34. 94 
doz.; No. 2433, 96 doz. 


WIRE GOODS.—Present prices are 
firm. The demand is steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.15 per 100 lb.; No. 9 galva- 
nized plain wire, $3.60 per 100 Ib.; catch 
weight spool galvanized cattle or hog 
wire, $3.95 per 100 1b.; 80-rod spool 
galvanized hog wire, $3.43 per spool. 
Polished fence staples, $3.70 per 100 
Ib.; 12-mesh black wire cloth, $1.90 
per 100 sq. ft.; 12-mesh galvanized 
wire cloth, $2.20 per sq. ft.; 12-mesh 
galvanized wire cloth, $2.20 per sq. 
ft.; 14-mesh bronze wire cloth, $6.25 
per 100 sq. ft.; galvanized poultry 
netting, 55-5 per cent discount; gal- 
vanized after poultry netting, 50-5 
per cent discount. 


WHEELBARROWS.—Prices are _ un- 
changed. Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wood bar- 
rows, $3.50 each; common steel tray 
barrows, $5.50 each; steel leg garden 
barrows, $6 each, 


WRENCHES.—tThere are no changes 
in prices since last week’s change on 
engineers’ wrenches. Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 y cent discount; Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 62% per cent off new list; 
Stillson, 65-10 per cent discount; 
Trimo, 65-5 per cent discount. 

Snap-On Wrenches. — Radio and 
shediatont set, $4; No. 101 Master Ser- 
vice set, $15.25; No. 202 Heavy set, 
$8.80; No. 303 ‘Ford Master Service 
set, $14.85; No. 404 Universal Socket 
set, $8.75; No. 6505B Screw Driver 
set, $3.40; No. 900 Square Socket set, 
$3. 70. All’ Snap-On Wrenches less 40 
per cent. 


Reading matter continued on page 124 
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Gabriel Steel Ash Pit 
Door 





Unusually Profitable 
for the Dealer 


The Gabriel line of Rolled Steel Products for 
builders is unusually profitable for the dealer be- 
cause of their high quality, modern features and rea- 
sonable prices. 

The Gabriel Scaffold Bracket and the Gabriel 
Collapsible Horse Leg are products for construction 
work. The Gabriel Rolled Steel Coal Chute, Ash 
Pit Door and Fireplace Ash Dump are modern con- | 
veniences for the home builder. Gabriel Collapsible 
We want you to become acquainted with the quality 
built into Gabriel Rolled Steel Products and to share 
in the profitable business our advertising is creating 
for you. Write for details of our dealer proposition 
and information on Gabriel Rolled Stee] Products. 


Return the coupon for prices and information. 


Know ““GABRIELS” by comparison 
GABRIEL STEEL COMPANY 


Bellevue Ave. Detroit, Mich. . ae 


ROLLED XIE 


PRODUCTS 


Gabriel Steel Ash Dump 
for the fireplace 














i ool 
Bellevue Ave., Detroit, Mich. 
Send detailed information and prices on 
Gabrie] Rolled Steel Products. 
UR Sait as ee ata 
PE oe olde keke PU Ase. 2s fas eine 
<a a ee oe Ee Hdw. A. 2-25 
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Mass Production and Selling 


(Continued from page 92) 








* 


the jobber’s salesman and, the salesman only being 
human, the jobbing price is cut. 


So, after a while, we find the jobbers in the same 
position as the retailers, not only selling these 
goods without any profit but actually at a loss when 
the cost of doing business is considered. 


This is the way the system has worked in the 
drug business and this is the way, unless there are 
some changes, it will work in the hardware line 
and in every other business. 


There is another angle to this method of distri- 
bution that should not be overlooked. Under the 
old system, both jobbers and retailers specialized on 
certain manufacturers’ lines. One jobber, for in- 
stance, in a city, pushed a certain line of goods. 
His competitor pushed another line. The same 
: ; : thing was true of the various retail dealers. Each 
Re te fon aa i on egy i Fg had an opportunity to talk about the quality of 

" é their respective lines. The salesman who made the 


the spring the housewife’s fancy lightly 
turns to thoughts of house-cleaning.” ee on the quality talk secured the 


Buy now and buy— 

ARCADE by reason of this new system of distribution, all 
jobbers and all retailers in the major portion of 
HARDWAR their stocks of goods carry exactly the same lines. 
er a Where is there any selling argument except a cut 
price? In other words, the jobber and the retailer 
who can sell their goods at the lowest price are the 
ones who will succeed. What does this mean? 
Simply that the hardest-hearted, coldest-blooded, 
most penurious merchant who is willing to live on 
crackers and cheese himself and to expect all of his 
employees to live on the crackers (possibly without 

the cheese!), will get the business. 





ON’T wait till rose-time to buy the 


Stop and think, though, of the situation when, 
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No. 0 Gem No. | Gem 


We present here two numbers of the famous line of Arcade Gem 
mop sticks. They clean up—not only for the housewife who uses 
them, but in profits as well for the dealer who sells them. There 
are 50 years of experience in the manufacturing of mop handles 
behind the Gem line and we are pleased 
to guarantee them against breaking in 
shipping or in use. We call your atten- 
tion especially to the No. 0 Gem head, 





made entirely of steel. Write us for Llew 5. Soule, Editor, 
booklet showing our complete line of 
mop sticks. HARDWARE AGE, 
It is about time to fix up that screen : 
door. Equip it with a set of Arcade New York City. 
Hinges and watch it go through another 
season effectively and efficiently doing its ; 
oe ee a Se Please find enclosed check for $4.00 for two years 
1igne yp 0 % I y ~ons y . me a 
It is attractive in finish and effective subscription to HARDWARE AGE. 
in operation. The spring is — _ 
powerful and retains its strength after lion 4 7 . . 
long use. it is impossible for the Will say this, a great magazine full of information, 
spring tc ret out of place ° ° e 
wail hliin seas cannot get along without it, consult it every day. Let 
Ask for free catalog of hardware and toys. your great work go on. 
ARCADE MFG. CO. Freeport, [il. (Signed) J. F. MUELLER, 
ARC al D be %, ~ 








HARDWARE 
and TOYS 
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‘Employees’ Questionnaire 
(Continued from page 80) 





finally, he drew some typed sheets of paper 
from his pocket and then said this to the 
gathering: 

“Boys, I want you to read these sheets over 
carefully and to then answer the questions on 
these sheets. I hope that all of you will give 
me some good answers but, of course, it isn’t a 
life and death matter to get complete answers 
to all the questions you’ll find on these sheets. 
I won’t fire anyone who doesn’t turn in a good 
set of answers or anything like that, but I cer- 
tainly will appreciate it if you will do your best 
at giving me good answers. We'll spend the 
rest of the time at this meeting in filling in 
these questions.” 


Mr. Hill then distributed the questionnaires, He Loves Jam. ! 


which read like this: 








“Our Main Theme for 1925 Is to Be Selling” Time to Make it 

“In the face of the competition that is in ° 
business nowadays we must tax our every in- Coming Soon 
genuity, and devise new ways and means and Mothers of growing families,and home makers 
methods to get our merchandise and service all, will soon be needing this handy, useful 


before the public. The past few years that we 


here remember this business, we have spent 
considerable time and energy in organizing and E \ ) ERED Y 
equipping our place and we have now a very 








efficient organization and a very good place in 
which to carry on our business. This efficiency STRAINER SET 
cannot be fully shown without the necessary 
amount of business which will give everyone Necessar eserving helbs in a 
plenty to do and also give us the right stock handy eke Se a 
turnover. With this in mind we want to go 
into the coming months with the definite Strainer Stand ” Strainer Bag ” Filter Bag 
understanding among us as to our duties, etc., 
so the following questions have been put down Strainer Stand is round edged, flat spring steel, nickel 
as the answers will give us the proper under- plated. Adjustable to fit any size kettle = crock. 
Rapry etail price 50c 
standing: ;' , ' 
Strainer Bag is made of specially woven strainer cloth. 
1. Your name ‘ Retail price 50c 
2. Name of position Filter Bag is made of heavy napped filter cloth. 
3. Who gives you your orders and authority? Retail price 50c 
. Who works under you that you give orders Both bags an ge o énghesin diameter 
to 7 and eac oO ts u alon 
5. What are your duties? State fully all 
that you do for the firm. 
6. What hours do you work? Real self-sellers 
7. In what part of the establishment do you f 


work? all through 


8. Could your hours of work be changed to the season 
advantage? State how. 

9. How can your position be bettered, so that 
your work would be more profitable and your 





salary increased? Displav th a nite _ 
10. Could you take on more work so that sda cadasqanetomunenmeancaeh weds theme 
y hs ee profitable? State explicitly — ee won woman who comes into your store 
wnat work, etc. will be interested. 
11. Could you do all . part of some one Order through your jobber, and write to us for catalog 
else’s work to advantage? State plainly. of the complete line of Everedy Household Devices 


12. What further suggestions could you 
make to better yourself and help our sales?” 


All of the employees very carefully answered 
all of these questions and in answering the 
questions revealed their true attitudes toward 
their jobs and also made many extremely 
worth while suggestions. 

Just to show how the questions were 


THE EVEREDY CO. 
1 East Street 
Frederick, Md. 
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answered, here are the answers made by 
Glenn A. Moore, store salesman, who also has 
charge of the concern’s advertising. 

In answer to the question as to who gave 
him his orders and authority Mr. Moore stated 
that orders and authority came from Mr. Hill, 
L. A. Galloway and that “Stauffer and Obarr 
are supposed to in regard to their advertising.” 
Remember this quoted sentence, because it will 
be referred to later on in this article. 

In regard to his duties, Mr. Moore clearly 
stated them to be as follows: Salesmen. 
Dress windows. Write show cards and price 
tickets. Write newspaper copy. In general, 
look after the firm’s advertising. 

In regard to manner in which his position 
could be bettered Mr. Moore gave the following 
suggestion : 

“A specified year’s selling program, ad- 
hered to throughout the year. A correspond- 
ing advertising program to cooperate with 
selling program. This would increase the firm’s 


7 business to such an extent that my position 
\ would thereby benefit.”’ 
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As to whether or not he could take on more 
work, Mr. Moore said this: ‘‘No, if the above is 
followed out the work will of itself increase to 


| 1c. such an extent as to more than fill regular 
es of dis such ai 


: As to wheth t he could do part or all 
UNCUIVE beauty —||_—ar'Sime"She sic's works Stes aloo nope 
and Service that plainly: ‘‘No, not and do justice to my present 


place.” 


form the highest Further suggestions made by this particular 


- employee as to how he could better himself and 
standard of quality help the store’s sales were these: 
d nifi - — the aon gr ne ony a so 
=~ ent from any store in Santa Ana in its distinc- 
an: U ormity tiveness. Then go out and sell it (advertise 
its exclusive features.) ” 

The answers made by the other employees 
to the question in the questionnaire were 
equally interesting and equally worth while. 
So it is evident that from this questionnaire the 
store rolled up a tremendous number of highly 
valuable suggestions and a splendid amount of 
information which could never have been 
secured in any other way and which was of 
really constructive value to the store in build- 
ing business. 

And now that the method of presenting the 
questionnaire to the employees, and the ques- 
tions asked and the sort of answers secured, 
has been gone into, let us look at the manner 
in which the store is making use of the whole 
proposition. 

The first use made by the store of the ques- 
tionnaire has consisted in checking up on the 
employees’ ideas of their jobs with the store’s 
ideas of what the employees’ duties consist of. 


Some surprise and interesting facts have 
been discovered in this way. In several in- 
stances it has been found that the employees’ 
ideas concerning their duties have not coin- 
MANUFACTURING CO cided with the store’s ideas and this, of course, 
: has led to immediate rectification and improve- 
Branch Offices: ment in service. 


Also, to cite a specific instance, it was found 
LAKE GO. ? ] 
45 WARREN SI. N.Y.C. “vs oe in the particular case of the individual em- 


ployee whose questionnaire answers. are 


¢ 
ERIE FSF fF Fz PENNA. quoted above that although he expected to get 
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orders from Stauffer regarding advertising, 
Mr. Stauffer, in his answers regarding his 
duties, failed to specify that he was to co- 
operate with Mr. Moore in this matter, thus 
showing that the store must get the two to- 
gether more closely on the proposition. Just 
this little thing of getting these two employees 
more closely together on this proposition and 
checking up on them in this way was a very 
real help to the store. 

The ironing out of duties of employees in 
this way has had the effect of distributing the 
work to better advantage and has helped the 
store immensely. The more thoroughly the 
employees in any hardware store realize just 
what their duties are, the more the store profits. 

Again the answers to the questionnaire have 
been of help in arranging working hours. of 
employees to better advantage. 

Also the questionnaire showed that some of 
the employees felt that they would advan- 
tageously handle more work than they were 
already handling and, of course, in these cases 
the employees have been given the opportunity 
of showing what they can do. 

Also several of the suggestions made by the 
employees for selling more goods are now being 
worked out by the store. 

For instance, a suggestion for a closer tie- 
up between the advertising done by the store 
and the window displays and goods on display 
inside the store on the counters and shelves 
has met with Mr. Hill’s hearty approval and 
will be worked out. 

No effort ever made by this store to get a 
real insight into the hearts and souls of em- 
ployees has met with so.much success. As is 
the case with other establishments this store 
has found that when employees are individually 
asked for suggestions, there is a hesitancy and 
a reticence that keeps the employee from tell- 
ing just exactly what he thinks. Also at meet- 
ings of the club organization—the Hill store 


organization is called the “Hillclimbers’— 


there is also hesitancy among the employees 
about getting on their feet and telling what 
they think. Many men dislike public speaking 
above all things, so it isn’t at all surprising that 
it is frequently found to be so very difficult to 
get employees to stand up in meeting and tell 
everything. 

All this, then, will probably offer worth while 
ideas and suggestions to other stores as to ways 
and means of getting employees to offer sug- 
gestions and to more successfully visualize to 
themselves just what their jobs are and just 
how they can benefit themselves by helping 
their stores. 


Throws Employees on Their Own Reliance 


And in connection with all this it is interest- 
ing to know that Mr. Hill, in connection with 
this questionnaire which has been successful 
in making employees pay more attention to 
their jobs and strive more earnestly to sell more 
goods, has adopted another plan to bring out 
all the salesmanship and business ability of his 
employees. 

At a recent meeting of the Hillclimbers Mr. 
Hill made this sort of a statement to his em- 
ployees: 
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Are You Getting 
Your Share of 





Brookins Steel Price 
Charts fit direct:y on 
pump. Changed in 
an instant when 
prices change. Shew 
price per gallon and 
quantity prices up 
to twenty gallons. 





Brookins Emergency 
Gas Can is made in 
two and five gallon 
sizes. Equipped with 
flerible metal hose. 
Can’t spill or splash. 
Just the thing for 
carrying gas to stalled 
automobiles or to 
tractors in the fleld. 


This Business ? 


Right in your territory—now— 
todav—garages, filling stations 
and dealers are asking their job- 
bers for Brookins Measures. 





The Brookins is rapidly supplanting 
all other types of equipment for serv- 
ing oil. It puts the oil right in the 
crankcase without a funnel—in one 
operation—without spilling a drop! 


There is a size to fill any crankcase 
with one filling of the measure. There 
is a flexible metal hose that reaches 
any oif intake without a _ funnel. 
There is a special lip that prevents 
spilling. There is a handy thumb- 
valve that controls the flow of oil. 


Your salesmen will find the Brookins 
one of the easiest articles to sell 
you've ever listed. Prepare to get 
vour share of this profitable business 
now! Write or wire for complete 
information. 


THE BROOKINS Mec. Co. 


Aenia Ave., Dayton, Ohio 
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SERVICE STATION EQUIPMENT 
a ha 








Brookins Measures are Service Station Treasures 
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Waren a hardware man comes 
into The Mechanics & Metals 
National Bank of New York he 
is at home. Here he meets 
friends who know how he does 
business, who know what he 
wants and who know how to 
provide for those wants. 








Let us demonstrate our knowledge of your 
business the next time you come to the city, 
or write us and permit us to visit you, 











THE 
MECHANICS & METALS 


NATIONAL BANK 


OF THE CITY OF NEW YORK 
Deposits June 30, 1924, $288,000,000 



























TELESCOPING 
100% EXPANDING SPRING Ds 
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Save Your Salesmen’s Time 


with a Proudfit “JB” Binder 


It takes less time to make changes in your cata- 
log when you use a Proudfit “JB” binder. 
Leaves do not become disarranged. Telescoping 
spring posts hold them in alignment while you 
remove or insert sheets. 


The “JB” binder weighs less and takes up less room 
in your salesman’s portfolio. 


Loose Leaf Devices of Ali Kinds 
Branches in all Principal Cities 


PROUDFIT LOOSE LEAF CO. 


21 Logan Street Grand Rapids, Mich. 

















“Let’s try this plan pf depending entirely on 
ourselves for a whole month. During one en- 
tire month we’ll simply depend entirely on our- 
selves and see if during that month we can 
push our sales up. 

“The way we can make our sales go upward 
without relying on anything outside to help us 
is by making our store and goods look more 
attractive, by being real salesmen instead of 
just clerks and by boosting our store at every 
possible opportunity. lLet’s see just what we 
can do.” 

This line of talk, coupled with the invigorat- 
ing effect of the questionnaire, has splendid 
results. During the month the sales increased 
and the entire force manifested a splendid 
showing of pep and enthusiasm. 

Undoubtedly it is a good thing for the hard- 
ware store to every now and then do things of 
this sort for the purpose of making employees 
more self-reliant and make them realize more 
thoroughly that the success of the store is, 
primarily, dependent upon them—upon their 
own initiative and enterprise, upon the way 
they display goods and talk goods, and upon 
their own personality and salesmanship. 

Try some of these plans in YOUR store, Mr. 
Hardware Dealer, and notice how they help you 
in building business and in running up higher 
profits. 





Dollar Days 


(Continued from page 81) 


offered in this particular window, all of which 
were well advertised by local papers and cir- 
culars, is astounding with respect to the really 
worthwhile hardware that can be purchased 
for one dollar. 

Herewith is a partial list of the items offered 
and _ variety of appeal to all classes will be 
noted: 


Pencil sharpeners—for home and office. 
Waste baskets—for home and office. 
Chair seats—for home and office. 
Grease guns—for the automobile. 
Battery testers—for the automobile. 
Cleaning compounds—for the automobile. 
Wrenches—for the automobile. 
Polish—for the automobile. 

Tire gauges—for the automobile. 
Chamois skins—for the automobile. 
Reflecting mirrors—for the automobile. 
Robes and rugs—for the automobile. 
Padlocks—for the automobile. 

Seat protectors—for the automobile. 
Wire grills—for camping trips. 

Indoor balls—for vacation and play. 
Flashlights—for vacations and home use. 
Vacuum bottles—for vacations and home use. 
Saws—for home use. 

Hatchets—for home use. 

Levels—for home use. 

Tape measures—for home use. 

Mail boxes—for home use. 
Padlocks—for home use. 

Alarm clocks—for home use. 
Cutlery—for home use. 

Planes—for home use. 

Squares—for home use. 

Hammers—for home use. 

Snips—for home use. 

Oil stones—for home use. 
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Are Professional Speakers 
Killing Convention Interest 


(Continued from page 76) 





failed. They can also write their thoughts and 
experiences in a credible manner. 

When I attend a convention of the South- 
eastern down at Birmingham next May, I want 
to hear Waddell tell about some of his latest 
stunts. I want to see and hear Walter Harlan, 
Ross, Noojin, Hatcher, Balfour, Meserve, 
Young, Jarman, O. K. Jones and many others 
who talk in my language; but I don’t want 
them to send their bookkeepers in their stead; 
neither do I want to be entertained by pro- 
fessional speakers who do not know hardware 
problems. 

Give me the Question Box and let me hear 
and see Rus Atkinson, Tom Howell, Arthur 
Lamson, Matt. Ludlow, Geo. Sprowls, and 
others, when I go East, and Hobart Beatty, 
Charlie Williams, George Gray and others, 
when I go North. When men like these quit 
coming to our conventions, then is where I 
quit going. It is all right to have an out- 
side expert write an article occasionally, but 
not too many, and it is very good to hear a 
professional speaker when we run out of home- 
made material. 





Main Street Merchandising 
Methods 


(Continued from page 72) 





Do odd prices really convey the impres- 
sion of low prices? Doesn’t the odd price 
also convey the impression of a “cheap 
store’—a store where one does not expect 
the best in merchandise or service. Odd 
prices must remind many people of the days 
of “barkers” and Three and Nine cent 
Racket Stores. 

It seems that the marked success of the 
Five, Ten and ‘Twenty-five Cent Stores is 
a strong argument in favor of even money 
or regular unit prices. 

The majority of hardware merchants are 
averse to odd prices, vet believe part of 
their public regard odd prices as low prices. 
Where this impression exists why not have 
a neat framed black and white sign sus- 
pended from the ceiling, where everyone en- 
tering the store may see it, reading some- 
thing like this: 

For the Convenience of Our Customers 
We Avoid Using Odd Prices 


Then use 40c. and $1.50 against the odd 
prices of 39c. and $1.49. One cent won’t 
influence trade. 
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(Campbell 


UNIVERSAL TEAM HARNESS 


For the Hardware Trade 





NORTHWEST UNIVERSAL TEAM HARNESS 


Especially designed for Wisconsin, Minnesota, North Dakota 
and South Dakota 


Made from Oak Harness Leather 


$46.03 Per Set 


7%" Ring Crown Bridle 1%” Breast and Choke Straps 
1%” x 6’ Heavy Trace Harness Leather Pads 

1%” x 1” Turnbacks 1” x 20’ Lines 

Heavy Breeching ’riced Less Collars 

Standardization as applied to harness manufacture by this com- 
pany allows quantity production and will save dealers and con- 
sumers thousands of dollars. 

The Campbell] Universal Team Harness, while suitable for general 
trade and team work, is made with slight changes to suit certain 
localities and traditions, using our standardized parts in its con- 
struction, and thereby lowering prices to Dealer and Consumer, 


The Perkins-Campbell Co. 


622 Broadway Cincinnati, O. 
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THE RIXSON 
DOOR CHECK FIG.3; 





We Give an Absolute Two-Year Guarantee 


Covering This Check 


Illustration shows with HOLDER ARM: can be supplied with 
REGULAR ARM. 
Operates RIGHT or LEFT-HAND doors without any change 


in the mechanism. 
Circular upon request 


THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 
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Washington Information 


sion or even by the Department of Com- 
merce, although the relations of the 
Chamber to the Secretary of Commerce 
are most cordial and satisfactory. 


Restrictions of Kelly-Stevens Bill 


As a basis for consideration as to 
what constitute “proper restrictions” 
we have certain provisions of the Kelly- 
Stevens bill which will receive careful 
consideration and which read as fol- 
lows: 


“Such contracts for the sale of such 
article or articles of commerce may 
provide for disposal sales at appro- 
priate times, during which periods, 
duly set forth in such statement or in 
such schedule of prices as shall be filled 
by such a vendor, such dealers may sell 
such article or articles of commerce for 
a price other than the uniform price 
as set forth in the schedule provided in 
the preceding paragraph. 

“PROVIDED, That such article or 
articles of commerce shall have first 
been offered to the vendor by such deal- 
er, by written offer, at the price paid 
for the same by such dealer, and that 
such vendor, not less than thirty days 
prior to the date set forth for the next 
disposal sale, after reasonable oppor- 
tunity to inspect such article or arti- 
cles, shall have refused or neglected to 
accept such offer. 

“Any article of commerce, or any 


(Continued from page 107) 


carton, package, or other receptacle in- 
closing an article or articles of com- 
merce covered by such contract and in 
the possession of a dealer, may be sold 
for a price other than the uniform 
price for resale by such dealer for such 
quality and quantity as set forth in the 
schedule provided in the preceding par- 
agraph: 


When Fixed Price May Be Disregarded 


“First, if such dealer shall decide to 
discontinue the sale of such article or 
articles of commerce, or if such dealer 
shall cease to do business and the sale 
is made in the course of winding up 
the business of such dealer, or if such 
dealer shall have become bankrupt or 
a receiver of the business of such deal- 
er shall have been appointed: Provided, 
(a) That such article or articles of 
commerce shall have first been offered 
to the vendor thereof by such dealer 
or the legal representative of such deal- 
er by written offer, at the price paid 
for the same by such dealer, and that 
such vendor, after reasonable oppor- 
tunity to inspect such article or articles, 
shall have refused or neglected to ac- 
cept such offer: Provided, (b) That 
such dealer, or the legal representative 
of such dealer, shall file at the office of 
the Federal Trade Commission a state- 
ment setting forth the reason for such 
sale, the refusal or neglect of such 
vendor to accept such offer, and the 
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A Call to Arms 


(Continued from page 81) 





grade, quality, and quantity of such 
article or articles of commerce to be so 
sold; or, second, if such article of com- 
merce or contents of such carton, pack- 
age, or other receptacle shall have be- 
come damaged, deteriorated, or soiled: 
Provided, That such damaged, deteri- 
orated, or soiled article shall have first 
been offered to the vendor by such deal- 
er by written offer, at the price paid 
for the same by such dealer, or at the 
option of such vendor, in exchange for 
similar articles not damaged, deteri- 
orated, or soiled, and that such vendor 
after reasonable opportunity to inspect 
such article or articles shall have re- 
fused or neglected to accept such offer, 
and that such damaged, deteriorated, 
or soiled article shall thereafter only be 
offered for sale by such dealer with 
prominent notice to the purchaser that 
such article is damaged, deteriorated, 
or soiled, and that the price thereof is 
reduced because of such damage.” 


Will Fix Basic Principles 


There is good reason to believe that 
some such provisions as those above 
quoted were in the minds of the Cham- 
ber’s committee which submitted the 
price maintenance referendum. It is 
not to be expected that these provisions 
will be adopted in their entirety but 
the principles upon which they are 
based are pretty certain to receive rec- 
ognition. 


Admit It! 


If the com- 


ERE comes some one to complain of your 
service. 
plaint is unjustified, you make a big mis- 


You must listen. 








and no concrete plan has been presented for stabil- 
izing our great industry. 

“It is because of this that we say this meeting is 
the most important one ever called, and the action 
taken will have a very vital bearing on the entire 
future of the industry. 


“It is impossible for any one manufacturer, or 
any few of them, to personally undertake the im- 
portant work to be done; neither can Specialty 
Salesman Magazine do it, for each of us has plenty 
to take care of in his own business, but we are 
confident that a plan will be adopted which will 
result in a properly functioning, amply financed or- 
ganization coming into being under the guidance 
of capable executives, fully competent to properly 
handle, down to the last detail, the essential things 
to be done to protect and increase the business of 
direct selling. 


“This meeting is far too important for any of 
those invited to miss. We confidently look for- 
ward to your presence at this business conference 
and sincerely hope that each will come with well- 
thought-out suggestions for a_ definite plan. 
Specialty Salesman Magazine will present a plan 
to which considerable thought has been given, and 
with each manufacturer giving his best sugges- 
tions there is not the slightest doubt that an air- 
tight plan will be adopted and put into effect, which 
will make the future of our industry safe and 
sound.” 

SPECIALTY SALESMAN MAGAZINE. 


take if you do not defend yourself and your ser- 
vice and explain wherein the person is mistaken. 
But if the complaint is justified—what then? 
What attitude do you customarily assume? 

The phrase “The King can do no wrong” seems 
to have a peculiar appeal to nine out of ten busi- 
ness men. Laboring under the mistaken notion 
that they do unwisely to admit a real error, they 
curl up their backs, so to speak, and fight. But 
no wrong can be explained into a right. 

The typical attitude of most public service or- 
ganizations, for instance, seems to be to con- 
stantly combat the merest suggestion that they 
are wrong in much this same manner. Yet so 
well does the reverse attitude pay that one man 
who adopted it was recently made president of 
the New York Telephone Company. That man 
is James S. McCulloh. 

Directly after war, when telephone service was 
well nigh chaotic and the company’s general at- 
titude had been to blame the public for the poor 
service, Mr. McCulloh jumped into the limelight 
which later handed him the presidency, when, 
as vice-president in charge of public relations, 
he advertised: “We know that the telephone ser- 
vice is bad and we are ready to admit as much, 
but we are doing everything in our power to 
improve it and we ask only that the public be 
patient.” 

“Confession is good for the soul’’—and for 
business.—Oregon Merchants’ Magazine. 
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Past Performances Are More Convincing Than Future Promises 


Coes Key Model Wrench has “Performed” to the 
satisfaction of contractors, railroads, power plants, 
pipe line constructors, mining companies and many 
others for the past fourteen years. 


It has convinced them that for maximum range 
of opening, positive, non-slip adjustment, un- 
equalled leverage and Gibraltar-like strength it has 


For big, extra heavy, hard to handle work on 
nuts, valves, unions and piping it has no equal. 
Once adjusted the Key cannot slip. Costly fittings 
and material are never damaged by it. 


It is built entirely of Solid Steel Forgings and 
may be had in three standard sizes: 28, 36 and 48 
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no equal. They find it better than “make-shift” inches. A 72 inch size is supplied on special order. 
tools and far more economical because it often takes It pays a good profit. Ask your Jobber to supply 
the place of a whole kit of such tools. you. Send for complete Catalog. 


COES WRENCH COMPANY 


“In business since 1841” 


Mass. 


Worcester 


SELLING AGENTS 
& ©. BioGusty @& Ce.......-: 29 Murray Street, New York 


John H. Graham & Co., 113 Chambers Street, New York Fenwick Freres, 8 Rue de Rocroy, Paris, France 





“Verea’ 


UVVUAA TUALLY 


The Stick to “One Brand” 


Customer 


ARM LAL ULNA MUNIN 


You’ve met his kind. He won't buy anything 
unless it has been tried and proved worthy. 


Uotowsavion 
ian) 

The watch he carries, the car he drives, the radio 
he owns, the saw he uses—all are made by com- 


panies who assume full responsibility for depend- 
able service. 





DULL FINISHE 


Naturally he says: “Perfect Brand’ when he 
wants Screen Wire Cloth with a known reputa- 
tion. Keep stocked on the standard sizes. 


Your Jobber does—he knows. 


MUDVUVNUUNUOOANUUOUENANUG TAU 


Ludlow-Saylor Wire Co. 


St. Louis 


FELL LUNI UU N NNN 





Missouri Galvanized 


Painted 
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The largest factory in the world devoted to the 
manufacture of Tubular and Clinch Rivets 


Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, large 
scale production, the elimina- 
tion of waste by the use of 
efficient machines, the hearty 
cooperation of satisfied em- 
ployees and specialization, the 
Tubular Rivet and Stud Com- 
pany has for 50 years manufac- 
tured rivets that are the recog- 


nized standard in their field. 


R&S 
O 


RAHAT 


Coast Representative: J. T. McDevitt, Postal Tel. Bidg. 
San Francisco, Calif. 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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THIS GOOSE ~ 


is not 


Spoiled by Wet Weather 


Neither is Clinton Poultry 
Netting. It is made for long, 


satisfying wear under all cli- 
matic conditions. Samples and 


complete information upon re- 
quest. 





American Wire Fabrics Corporation 


Subsidiary of 


Wickwire Spencer Steel Corporation 


General Offices: 41 East Forty-second Street, New York 
Western Sales Office: 208 South LaSalle Street, Chicago 
Philadelphia Cleveland Detroit 

Los Angeles Seattle 


Worcester Buffalo 


San Francisco 
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Why Buy Two 


When One Will Do? 








One Oster Bull Dog takes 
the place of two or three 
ordinary die stocks. From 
four to eight sizes threaded 
in one tool. 


One Oster Die Stock cov- 
ers all sizes from ™% to 2” 
inclusive. Other stocks at 
less cost for ¥g to 34, %4 to 
144 and 1% to 2”. 
There’s no unwinding 
with a Bull Dog. Just 
throw a lever. “THE 
DIES OPEN UP” and 
you lift the tool right off 
the pipe leaving the thread 
clean and sharp just as it is 
cut. 





Ask us for your copy of 
Catalog No. 34B today. 


OSTER 


The Oster Manufacturing{Co. 


Manufacturers of the most complete 
line of pipe threading equipment in 
the world. 


1976 E. 61st Place, Cleveland, O. 
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Eveready advertising 
delivers a selling punch 


REPRODUCED herewith, greatly reduced, 
is a sample of the 1925 advertising, which 
appears in color pages in The Saturday 
Evening Post and other publications, and 
in liberal space in black-and-white in a 
tremendous list of general, fiction, farm, 
sporting, juvenile and women’s magazines 
—also the great metropolitan newspapers 
all over the Unitéd States. 


A reading audience of thirty millions is 
a conservative estimate of this advertising 
coverage. This forceful advertising with 
such wide distribution is bound to bring 
results greater than ever, to every dealer 
handling Eveready Flashlights and Bat- 
teries and Eveready-Mazda_ Flashlight 
Lamps. See that these products are promi- 
nently displayed in your windows and store. 
Use the new Eveready display material. 
Sent free on request. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. 
New York 


Atlanta 


San Francisco 
Dallas 


Canadian National Carbon Co., Limited, Toronto, Ontario 


Chicago Kansas City 











134 HARDWARE AGE March 12, 1925 














es MAIL ORDERS NOW 
SCH ROETE RS Specialty. Catalog For Delivery Later 
810-812-814 WASHINGTON AVE. SLLOUIS Price List _— a 
“HOME” CHERRY STONER No. 150 


Removes the Stone and Will Not Crush the Cherry me 








Ne. 10~—dilesiic Meter Deiven 
SCROLL-SAW 











SCHROETER BROS. HARDWARE CO. -_ St. Louis, U. S. A. Catalog ef Compipee 
(Patentees and Manufacturers) Supplies, Patterns and 


croll-Saw Wood 





















SPRUCE LADDERS 


\SEND > for LATEST BOOKLET & PRICES 





WE PAY THE FREIGHT 


SW.W. BABCOCK C2 


a am N.Y. 
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BRIDGEPORT, CONN. 


Trade Mark 


THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
; Dan M. Bell, Dallas, New Orleans 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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Buy Your Cordage from a Cordage Company 


You wouldn't think of buying Paints and Var- 
nishes from a concern who makes Axes and 
Hatchets. 


With some houses Rope and Binder Twine are 
side issues. Get the point? 


With us Manila Rope, Sisal Rope and Binder 
Twine are three products which we specialize in 
and devote all of our time and attention to. 


And we are in a position to understand and 
realize the importance of not only making these 
products measure up to a definite standard of 
Quality, but we take infinite pains at all times to 
see that the Quality which makes Kelly Cordage 
preferred is rigidly maintained. 





Manila and Sisal 


Rope . Buy from Cordage Headquarters. Look up your 
Binder Twine stock. 


The R. A. Kelly Company 


Main Office STOCKS Branch Office 


Xenia, Ohio Schermerhorn Bros. Co. The Morey Mercantile Co. New Orleans, La. 
Ohio’s Model Town Omaha, Neb. Denver, Colo. 
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The White Line Is Ready 


INGCO Bathroom Fixtures—what a name to 


build trade with and what beautiful fixtures—each 
design pleasing to the most critical home owner— 
each fixture presenting a clean, wholesome, sanitary 
appearance in the new White Enamel Finish now so 
much in vogue. 











All made of that everlasting material Solid Brass 
and every item sold under a guarantee of replacement 
should it fail to give satisfactory service to any cus- 
tomer. 


INGCO Bathroom Fixtures in either White 


Enamel or Extra Heavy Nickel Plate are the finest 
obtainable. Prompt deliveries assured. 








| — 7 Your Jobber will be glad to supply you. Send for 
ee — New Booklet and Catalog which show the complete 
| : mci line of over 300 items. 


AMERICAN RING COMPANY, Waterbury, Conn., U.S.A. 








G Go 
Se BRANCH OFFICES: oe 
. ° New York, 2 Hudson St. Chicago, No. 29 E. Madison St. ‘ " 
S San Francisco, 116 New Montgomery St. Boston, No. 170 Summer St. SRANY 








Garden planting time always means that Farm Imple- 


Th e ments and Garden Tools will be in demand. 
One good salesman who thoroughly knows his business in 
is line is worth two or three who have never raised “garden 
Busy peerene 
JS CaASOFi The place to locate and secure such a man is in the “Help 


Wanted” columns of Hardware Age. 


They know where to look. 
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Growing demand for 
W. R O 


E Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros. °°", 


Selling Agents 


Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 


fT 
STAR 


HACK SAW 





















Bh FORSTNER| 
Labor Saving 


AUGER BIT 


















Bores Any Arc 


Forty-two years of concentrated . 
of a Circle 






Many 


effort in one direction has pro- 
New Uses 





duced this supremie blade. 









The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool cormmbined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 








CLEMSON BROS., INC. 
Middletown, N. Y. 


WE HAVE SOMETHING TO TELL YOU 


ABOUT HACK SAWS. WRITE FOR The PROGRESSIVE MFG. CO. 


BOOKLET. 
TORRINGTON, CONN. 
OLIVER: |R()N-AND-STEEL 
MANUFACTURERS COR JON GENERAL OFFICE 
Established and WORKS 
1863 POR AT PITTSBURGH, PA. 
BOLTS, NUTS, WASHERS, WAGON FORGINGS,TELEPHONE SCREW RAILROAD SPIKES, 


RIVETS, PICKS,MATTOCKS, AND TELEGRAPH POLE LINE TRACK BOLTS, STEEL BARS, | 
GRUBHOES AND CROWBARS MATERIAL,ETC. BOAT SPIKES, CONCRETEREINFORCEMENT BARS. 


EASTERN OFFICE PACIFIC COAST OFFICE 


50 CHURCH ST. NEW YORKCITY. MONADNOCK BLDG. SAN FRANCISCO,CAL. 







Send for Catalogue. 
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SCREWS 
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(Reg. U. 8. Patent Ofice) 
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Manufacturers of Mechanics’ Auto Tools for 14 Years 


Tapes that 


sell easily— 


because of satisfaction to the 
user, are “easy-to-read,” “easy- 
to-use,” durable, and perfect in 
workmanship and finish. 







Years of 
Experience 
Back 

Every Set 





Set of 6 socket wrenches with off-set handle 
in handy card-board box. Fully guaranteed. 
Packed I00 sets to carton. Send for sample 


and prices of the new Miller. DIE I ZTGEN 


Handsome Profit for You Measuring Tapes 


Jobbers and dealers realize big profits on 


these sets, also on our Feeler Gauges called— have all these selling features. 
, ba e : ° 
The Cat’s Whiskers of Mechanics’ Tools Build your sales and increase 
your profits by adding the 
Blades take in RELIANCE and ADMIRAL 
tae ceed ‘ty Tapes to your stock. 
ae Gialers, Investment small; turnover quick. 
Made of high 
grade Swedish Catalog and discounts on request 


tempered feeler 
stock and guar- 
anteed accurate, 


blades. EUGENE DIETZGEN CO. 


Write for Dis- 





Right goods at right prices 





—_— ; continuously since Year 1885 
MILLER TOOL & MF G. CO. ) Branches: a Sales Offices: 
DETROIT MICH. Chicago New York (c> Philadelphia Washington 
New Orleans Pittsburgh Factory: 


Eastern Representatives: James A. Gaffney Co., 35 Warren St., New York, N. Y. 


Chicago, Illinois 
Western Denseneutestves: Alden Glaze & Co., 143 Second St., San Francisco, Cal, 


San Francisco 


























G-W Ice Tools for Every Purpose | 


VERY type of tool used in the ice business 
is built by. the Gifford-Wood Co. All G-W 
Ice Tools are ruggedly constructed and abso- 
lutely dependable in service. Over 100 years 
of experience are built into every one. 
Catalog No. 80, describing the complete line, 
will gladly be sent to you on request. 


Main Office: 7 Hill St.,. HUDSON, NEW YORK 
New. York Chicago Boston inngeas 









G-W 
4-Point Shaver 











G-Ww 
Patent Link Tongs | 
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uick Turnover! Anchor 5 Brand! 
* Ball Bearing Clothes Wringers 3X: 


Bicycle (suarantee 
I a 5 Wie aiatewe ek Gees eae eT ee ee 5 Year 


Send for Price List 


LOVELL MANUFACTURING CO. ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World 
toston, 52 Pearl St. Chicago, 52 IK. Lake St. New York, 86 Warren St. 

















e 
| Sidewalk Elevator J] ,.2% 2: 
electrically oper- 
This sidewalk elevator, or ash hoist. is de- ated by means of 
signed for use in mercantile establishments, ae on 
schools, office buildings, churches, hospitals The Detroit School 


or in any type of building where it is nec- Board has instal- 
essary to reach the basement from theside- led twelve in their P cd 
ae saat various public B t b 

walk level. It eliminates hoisting ashesor gohedia, vtslecine TOVe es y 

merchandise by hand with a crank and can hand and water 

be arranged to travel truck height if neces- drive apparatus. A ct ual . H e ae t 
Tremont Hardened Steel Cut Nails 
are cut from high carbon steel that 


sary. 
by actual laboratory test contains an 

omer recta | small percentage of im- 

purities. his metal is rust resisting 




















Furnished complete 
with siicel sidewalk 


4 {4 
s 
A 
doors and bow for op- é ? 
erating dvors. Ly ( , 





to a remarkable degree and will not 
bend, crack or twist while being 
driven. 


Write us today for 7 
complete information. ‘ 


KIMBALL Bros. C0. 
1103-19 9b St., Council Blais, la. 


15 E. Fayette St., 
Baltimore, Md. 


There is a Kimball 
Elevator for every 
requirement 












Tremont Nails are _ scientifically de- 
signed to shear their way into the 
wood in a manner that assures a 
strong, permanent grip. They are re- 
markable for their strength af head, 
an important feature in the con- 
sideration of the quality of cut nails. 
All these mechanical _ superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themselves assures the customer 
satisfaction that is so necessary to 
the welfare of your store. 


Sell the Tremont Brand 











Tremont Nail Company 
205 Lincoln St., Boston 





[MBALL BROS (CQ 


COUNCIL BLUFFS.IOWA 











Six Cartons of Tacks Will Meet All General Requirements 
For Household Use—Why Carry More? 


| ds Sell Tacks the New Way : 
PRACTICAL CONVENIENT We carry Tacks-in all sizes | 


HOUSEHOLD According to LENGTH— : =o = ae 


TACK ASSORTMENT 
A TACK FOR EVERY PURPOSE Not by Ounce Markings 


If your Jobber does not have them—write us 
and mention the name of your Jobber. 


Superior Tack & Nail Co., Derby, Conn. 


Catalog electros furnished on request 
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Copper ana Bronze 
FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO WIRE CO. 


ROME, N. Y. 
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Genuine Armstrong 
Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and effici- 
ency in operation. | 


ye ey 


rey 3 
vr Peg 


Manas 


pede ke ’ 
¥ ' 
= 
- a oe oe oe 


| | Cap Screws, Set Screws, Stove Ff 
| Bolts, Sink Bolts, Hanger Bolts, | 


Rivets, Burrs, Specialties | 


All genuine Armstrong stocks and dies 
bear this trade-mark: 





Ne er errr 
\s ps Ns fp ss Ns -_ > 4 


s. a . 
: ae = the me Yom SB be hs a, 8 
: 7a, 
a i a | " Si 


ot PP, 5. “ ~ 
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Be Sure You Get the Genuine 


VE economy in the selection of Screw or Bolt Products 
consists in using those that are exactly suited for their 
particular service and that possess unexcelled quality and 


accuracy. 


REED & PRINCE MFG.CO. ais. 


WORCESTER, MASS..U.S.A. 








The Armstrong Manufacturing Co. 
Bridgeport, Conn. 














BIG BUSINESS 


Sales on the Lightning, Gem and 
Blizzard Freezers are increasing 
rapidly year by year. Progressive 
housewives are learning that the 
best way to make pure and whole- 
some ice cream easily and quickly 
payee iS in one of our easy running 
Sa re freezers—and at a small cost. ee 

They sell on a reputation established by more than thirty years 
of high class service and they stay sold. This means permanent 
Phe Blizsard is simpler in construction and a trifle cheaper, but 
sells as well as either the Lightning or Gem and should be ordered 


with either style to satisfy the demand. 
We suggest placing your order early for shipment later, as you 
may direct e sure to include request for sales helps—THEY 


ARE FREE FOR THE ASKING. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia 


CAN 
"EM 


YOU 
SELL 
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DATON POULTRY SUPPLIES The New 
P lar and Profitabl ° ° 
Popu — Boston Rubber Chair ‘Tip 


i Daton founts and feed- 
«jh = i i ers sell on sight. Abso- Bg mp = 
| - lutely will not overflow. 

| The screw cap—electri- 
cally welded to steel pan 
—fits any size mason 
jar. 
Daton double feeding 
troughs are also a tre- 
sensiihidakeiiae tite mendous success. No 
Galvanized No. 1002 joints—two sides en- 
tirely separate. Can be 
used for food and water 
or two kinds of food. 
Lid slides or snaps on. 
These items mean quick 
sales and easy profits. 


The Tip and Its Parts 


Brass Washer Brass Nail 


> 














A 
wae 


The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 
Same. 


Spring 
Socket 










) 
p 


ee 


direct. Patented 
Send for Catalogue 





Galvanized No. 1020 ° ° 
Gaivantsed No. 1025 Manufacturers of Rubber Specialties 


THE DAYTON TOY & SPECIALTY CO. THE ELASTIC TIP CO. 
1114 Bolander Ave., Dayton, Ohio 370 ATLANTIC AVENUE BOSTON, MASS. 














Sell More 


& 
A Big 
Now, right during the early spring you will find 
Sleeth Flexible Steel Mats a big selling, profitable 





item. 4, 
Outside the doors of homes, schools, offices, public —— 
buildings and institutions of all kinds, this com- leller Shelving in Payne-Oummings Hardware Oo., North Adams, Mase 
pact, easily rolled-up, indestructible — will 
attr gel poy oe a ee ee oe of the merchandise that is often needed, seldom 
Made in standard sizes—odd sizes on special asked for but easily sold when seen on Heller 
order—endorsed by Tribune and Good House- Cabinets. 
1 Institutes and carried in stock by leading Let us show you how to increase your sales 
- FERNALD MFG. CO without increasing your stock. 
Dept. A North East, Pa. Write for Reference Book No. 26-A TODAY. 
Makers of Adjusto Household Racks, Ford 
Accessories, etc. 
= W. C. HELLER & CO. 
iti wi ) 
AL 44 NS ant 1 Main Office and Factory: Eastern Display Room: 
presi HOUSEHOLD ae 700 Wabash Ave. 20 Vesey St. 











HEL ps Montpelier, Ohio New York City 
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‘‘Improved” Guaranteed 
: Jersey 


Shoe Lasts and Stands 


They are lock bearing and absolutely the best of their 
kind. 


If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch with 
us before placing your next order. 


We will show you that you will increase your sales on 
Lasts and Stands by stocking JERSEY. 


Look 


This AN 


Mark. IS 


Denotes 


Quality, \/ 


Durability. 





STAR HEEL PLATE CO. 
Louis Sacks, Inc. 


397-391 Wilson Ave. Newark, N. J. 











— 





JS When customers walk i a 


—don’'t let them walk out 
—without 





TRADE MAPK REG. 
Half Soles—Heels—Strips 
OUTWEAR BEST 
LEATHER 2 TO 1 


Advertised in more than 800 
leading newspapers! 


(See page advt. next week) 


Panco Co., Chelsea, Mass. 











' 
{ 
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Learn How To 











sont \\1 SELL MORE 
Selling y HARDWARE 







Get These Two Books 


Just Clip 
And Mail 
This Ad Back To 


DULUTH SHOW CASE Co. 
P. O. BOX No. 778-A 


DULUTH, MINN. 









































anon 
M tal Mo foe 5 sc C tain 
e \V = on s 
“Style L” |i. = — 150 
Gemster 10c Packets 
cities Sell for $15 
C ms y | Ba et: ; * = zs Cost $10 
abet FEE ee] ~SiProfit $5 


seeet Forn!'s 
Teo Ras 










Moore Moore 
Push—Pins | Push-less Hangers 
“*Glass Heads-Steel Points’’ **The Hanger with the Twist’ 
For “Hanging Up Things” Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction) ,Phila., Pa. 










~eteeererereten.. 
TTT LALA 
TIP TT Tee 
e4eeeee 


OT UHGUHT HA Da 


Serene 


ee Serre rT 
oC meee wenseee 

CeCe R OTe e Bees Owes 

PECSRE tee meer a nee / 


Caritas sional barbers, as 
7 well as many home users, 
find complete satisfaction in Koken Razor 
Strops. A profitable line of ready sellers 
listed in our catalog. Write for it. 





DEDROGDOAAGSGIGAOODODGATARLERNOSOAGARLOO ULAR ODEODSORDORASESSOLSODSEBSORUCOOSOOIEL 








TACKS 


ALL KINDS 


TTT YY] 


TOWER MFG. CO. 


MADISON, INDIANA CINCINNATI, OHIO 











=) )6©6 Koken Companies, St. Louis, U.S.A. 
ROLLING STEP LADDERS 
Our Prompt 
= Shipments 
lower than 
any other Pe. ee 
Rolli em to 
Ladders Kl 
on the 
Market. Desitine 
Satisfaction Catalog on 
Guaranteed. Request. 
SUCCESS FURNITURE CORP. 
St. Louis (Kirkwood), Mo. 
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Serta ee 
Better Than Ever , 


At the Same Price! 


With improvements resulting from years of timer build- 
ing experience, plus the exclusive features that have made 
it famous, the Turner 2 in 1 Timer is placed on the 1925 
market at the same price—$3.75. A new rotor, one-piece 
steel stamping of great 
strength; longer wires for bet- 
ter installation and reinforce- 
ments at important points are 
some of the improvements. 
Famous sliding brush construc- 
tion and timing disc of remark- 
able insulating material are re- 
tained, of course. Turner 
Products are nationally adver- 
tised and backed by effective 
dealer helps. Write for com- 
plete information on the line: 











Won’t let casements 
slam, rattle or bang 


Home-owners want casements that will stay tight at 
any angle—in any wind—in any weather—that’s why 
it’s so easy to sell them the 





MONARCH 


. Turner Quick view Oi} 2 in I Carbureter Control, 2 
rauge, latest addition to 7 

Quilomalic CASEMENT STAY fret Ja: eematyeteg #2. t Door and Throttle Lever 
driver to see exact amount Extension, All Metal Visor. 
0 oil n cran <case n- I 

Fits any casement, transom or pivoted window—per- ree Ay oe re i tap omg and 

mits them to be locked tight at any angle—won’t let $1.50. , Be. 

them slam, rattle or bang. Can be attached concealed 

or exposed at right, left, top or bottom. TURNER MFG. CO. 

FREB ILLUSTRATED MANUAL gives complete list of Dept. E. Kokomo, Indiana 


finishes of Monarch Automatic Casement Stay, Monarch 
Control Lock, Monarch Casement Check. Write for it 


Monarch Metal Products Co. 


4960 Penrose St. St. Louis, Mo. 











Also Manufacturers of Monarch Surface Bolts 




















You take no chances 


aa © ee em ——— ele” ast att ama — te ‘ i 
$$ Ad <  ——_ A\ == e « 
yj ——. — S33 2 —— Ss er, The Mm i | l enue 
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UNIVERSAL 
Hose Clamps 


PeTrTTTrriaee For this reason—insist upon 
getting the genuine. 







— 


it 


Ge th tf cf S08 00 26 08 8 Oe 
Their size adaptability, ease 
of installation, leak preventive 
feature and rust-proof con- 
TEDUVE fe eteietelelete ‘ struction make them all that 
a good clamp should be. 


Universal Clamps are manu- 
factured from cold _ rolled 
igo aisles steel wire—not strap. Their 
prt edges are smooth. Every 
clamp is “Electro-Galva- 
nized.” 

One size—1 to 3 in. fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to %4 to 1% in. ad- 
justability. 

Specify the genuine Uni- 
versal Clamps. Be sure you 
get them. Our name is on 


PC eleiatetielalelels 


s [* elaelelelwialats 


oi wlaleietelele 


je i@iatelele 


fewer losses 
from disease 


Sw etele 


~ i 








“T never lose any of my chickens with white diarrhea 
that are hatched from the Queen,’ wrote Mrs. Bessie 
Taniges, Herrick, Ill. “I have a Queen Incubator that 
has been used since 1907—bought it second-hand six 
years ago and have used it ever since. I would not give 
the Queen for any two machines of any other make I 
ever used.” TIE! 


It is a fact—testified to by Queen users all over 


America—that chicks properly hatched are half raised. Satan Granted every clamp and every box. 
Turn your attention to the lines in which business is an “ oaaa’ UNIVERSAL INDUSTRIAL CORP. 
good. We will help you organize an Incubator Depart- entail SO 


orig ay show vou how to make it pay. Ask us how ti , 
QUEEN INCUBATOR CO. CLAMP 


1124 North 14th St., Lincoln, Nebr. Adjustable to Lit: any. r bose OL AIT) STP 
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Latest Improved HACK SAW BLADES MACHINES 


Tinners’ Fire Pot i 


No. 80 is the Fire Pot that you have 
been looking for. The powerful genera- 
ter is controlled by a single needle and . s 
burns either high or low test gasoline 
perfectly, producing a noiseless, blue 
flame, burning from both sides of the 66 9 
burner plate to the _ center. Can be 
turned low between jobs, thus saving 
fuel expense. Will quickly heat a pair 


















Lae See eet Be Se too Samples furnished for testing. 
queene etd westhes. “bebuws Gonpiy ot Write for catalog and prices. 
factory prices. Write for a catalogue. Sold by Jobbers 
CLAYTON & LAMBERT ‘ 
MFG. CO. 
an altace, DIAMOND SAW & STAMPING WORKS 
Ask for latest price. DETROIT, MICH., U. S. A. BUFFALO, N. Y. 



























Russell Jenning 


Auger Bits 


KEYCO p/P unAti 











; 
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Zs RSSSNS ay 

tis : as 

PATENT APPLIED FOR tj atisfied 
Qttztzhe 

“Keystone quality.” Made from Alloy Steel, heat treated Zi Cele Customers 

by our own process. The most durable Wrench on the DF, e€ : 

market. Light in weight, can be used with one hand on tj Profitable 

pipe, nuts or studs. Fully Guaranteed. Packed 12 to a ties Z 

Carton. Write for Discounts. tj Z24, Sales 







\ 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 


JRussell Jennings Mfg.Co, 


Chester, Conn. 21-132 


\ 


=\ 
\\ 


\ 















PaineToggle Bolts 


The only epring type toggle 
on the market. 











Sales Representatives—Surpless, Dunn & Co. 
The wings open instantly 
in any position in hollow 


SUPERIO 


h Any style head 

M ek Any length bolt 

Hex Standard bolts ‘threaded 
to hea 


POULTRY NETTING peng neti age ee 


does the rest. 








Samples on request— 


G. F. Wright Steel & Wire Co. ee es 
WORCESTER, MASS. THE PAINE COMPANY 


33 Warren St., New York, N. Y. 














WATCH 
HARDWARE AGE 


for 
timely hints 


on 


GREATER TOY SALES 
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U. S. HEADQUARTERS 
IMPORTED 


Fire Arms and Ammunition 






HARDWARE JOBBERS’ 
CATALOGUES 







y” Distributer ef Leading womens Firearms and Ammunitiesa 
Sele Authorized Importer ef the Genuine, Original 


MAUSER Rifles, MAUSER and LUGER Pistols 

Long Barrels for ‘‘Luger’’ Pistols in 6”, 8”, 10”, 12”, 14”, and 16” 
lengths; ‘‘D. W. M.’’ Mauser, Luger, Mannlicher Rifle and Automatic 
Pistol, Metallic Ammunition; ‘‘Koeln-Rottweil’’ Precision Shot Shells; 

“‘Au tomatic’ 16-gauge Shot “Guns: Cal. 32—10-shot Automatic Police 
Rifle; ‘‘Merkel-Suhl’’ famous Shot Guns; ‘‘Over and Under’ Shot 
Guns; Combination ‘‘Over and Under” Shot Guns and 30/30 Rifle; 
Fa amous “‘Drilling’’ Three Barrel Shot Guns and Rifle; Small Calibre 
Rifles, Shot Guns; Small Calibre “‘Over and Under’’ Guns, *‘Gallus’’ 

Famous Spanish Revolvers ; Revolver Ammunition; Leather and Canvas 
Holsters, Cartridge and Shell Belts; Gun Cases and Covers; Field and 
Marine Glasses; Binoculars , Telescopes, yore Shooting ” accessories, 

Repair Parts for MAUSER and LUGER ARMS 

A. F. STOEGER, Inc., 224 East aoa St., New York 
120 Page Trade Catalog mailed upon request. 













J. H. YEWDALE & SONS CO. 
MILWAUKEE 


1865 — 1925 












Osborne High Grade Punches 


Heavy Duty Socket Wrenches 


Offset Type a — 
la) = Belt Punches Arch Punches 
Spring Punches Revolving Punches 











Extra strong construction fi extra depth esis A varied and attractive line for the Hardware Trade. Also: Leather 
heat treated. ster Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality 
Plain lacquer finish—twenty-six standard sizes. The above tools will please your customers as well as our famous Round 
and Oval Punches. 
Ca i 500. Remember we have had 99 years of successful manufacturing experience, 
Ask for talog No employ only skilled workmen and use the finest quality of materials in 


making our products. 
WALDEN -WORCESTER We stand back of every tool we make. Try us. Write for Catalog 
and Prices. 
steeds Cc. 8. OSBORNE & CO., NEWARK, N. J. 
WORCESTER, MASS. ESTABLISHED 1826 





























No Other Blotorch can take 
TURNER’S place in your stock 


Automatic safety valve and air re- 
lease prevent excess pressure. Sepa- 
rate needles for adjustment and shut- 
off of fuel feed prevent enlarged 
orifice—a nuisance common to single- 
needle torches. Burner baffle and 
heater plug gasify present-day gaso- 
line or kerosene—400 degrees more 
heat. Seamless, solderless brass tank 
with only one opening and that above 
fuel line. Pistol-grip handle. Every 
TURNER thoroughly tested and 
FEARLESSLY GUARANTEED. Order 
a supply from your jobber NOW. 


TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 





Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 


Penmcaen gy in ———e Ill. RASSWORKY, No. 45, 1-qt.—World’s 


Largest Exclusive Mak- 
New York: The Turner Brass Works, ers of Blotorches, Fire 
108 Charlton St. Pots and Brazers. 








~~ MARCY 
JUNIOR SCREW DRIVERS NO. 272 
PMIrrrrrrir 
eegeee see ee 


> 


‘*ALLEN” 
WRENCH 
SETS 


MARCY | ; HAVE cold-drawn (Allen process) sockets, guaranteed unbreakable 
cpaneigse Moomba in practical use. Box Sets and Bag Sets, in the handiest possible 
combinations for mechanics and car owners. Features and prices 
in new Allen catalogue; send for copy if you sell—or use—wrenches. 





THE MARCY TOOL WORKS, PUTHAH CONM. 8.4 





Mr. Dealer: 
Twelve money-making little helpers. Set up a card alongside of any 


others you may have—then you will know the answer. 
ask Your Jobber THE ALLEN MFG. CO., {22n3H54BON, 87: 
MARCY TOOL WORKS, INC., Putnam, Conn., U. S. A. 
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DEALERS WANTED EVERYWHERE Iron Fence, Gates 


wn Vases 

- , NIN - Pn. 

HAT General Iron 

| pees ecill| CHAIN-LINK 

' Ati hs WIRE FENCE 
Ask for Catalog 


THE STEWART IRON WORKS CO., Ine.,225 Stewart Block, Cincinnati, O. 

































































Plain or - agua in 


STRATTO r— 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 











Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds 
the tack in position for driv- | 
ing. Awarded the Silver Medal : 
(the highest offered) at the Puneaee-Pasille Exposition. 
Good profit. Write for price list. 

Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 














66 





tt Stak” 


The Sandpaper That Satisfies 


A big little trade winner for 
every hardware man. See large 
ed im last week's issue. 


WAUSAU ABRASIVES CO. 
1017 Harrison Boul. 
Wausau, Wis., U. S. A. 















W ILLIA M 
Ca eMS 
CHAIN PIPE VISE 
DROP-FORGED, COMPACT, RAPID, 
POSITIVE 


J. H. WILLIAMS & CO. 
“The Drop-Forging People”’ 
New York BUFFALO Chicago 














The er wee Company 





Socket Wrench D3 KD 
Sets Bench Legs | 
New Britain Connecticut 

















ad Make the best Hammer’”’ 
D. Maydole, 1843 


The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 


THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 














Waste — Mops — Wicking 
Cleaning Cloths 
Caulking Cotton — Chemical Cotton 
Send for samples and prices 


MASSASOIT roe an 
Fall River, Mass U. S. A. 


New York O@ice - <- -« 
Chicago Office - - = 





350 Broadway 
189 West Madison St. 














‘Superior’ Screw Driver Bits 
Five Sizes, 4 to % inch 
The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 











| SCREW “LENOX” ov DRIVERS 


CORRECT 


“The Jools in Lhe Praia Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


MACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 





WELL 
BALANCED 


oe SOU SEHEROSS: 
eeeceeveee ee ee 








Makers of Every 
Kind of Screw, 
Nut and_ Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 























AY A Faster Selling Mop Offers More 
Profit and Quicker Turnover— 
| Convince yourself by selling SQUEEZ-EZY. 

FA The mop that wrings by a twist of the 
handle. Keeps hands out of water. Saves 
i time and back-bending. 
\)) 
+ I hn SQUEEZ-EZY MOP ©O., INC. 
| P| my iii » New Orleans, La. 








~ REQUIRES 
ONLY 
HEAT” 


SAMPLE 
FREE 









t OUTPUT IEDEEETOIIEEIIOR COATED OEE LOTTE ETE COCO Oe 


IPADLOCKS 


FOR EVERY CONCEIVABLE PURPOSE 


: ag 


BROWN & SH. \RPE = TOOLS 


For Nearly 100 Years There Has Been No 


Substitute for Brown & Sharpe Quality 
. 
Send for Small Tool Catalog No. 29 
BROWN & SHARPE MFG. CoO. 


vr Sia at Atle a i 
SEER RAPE BOR 5 FO RE RH: ee te eae me Se ee 














MARION SHEARS 


For hedge, grass, sheep 
and mules. The highest <qm 
quality you can get at% 
any price. Write for 
catalog 16. 


Marion Tool Works, 


Marion, Indiana 






Inc. 
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ASK FOR SAMPLES OF VAUGHAN’S 
“NO-CHIP” White Enameled Handle kitchen 

tools—Pan Cake Turners, Basting A 
and Mixing Spoons, Ice Picks, Etc. 
They neither peel, chip nor 
crack. 









Samples and catalog sent upon request 


VAUGHAN NOVELTY MFG. CO. 
3215 Carroll Ave., Chicago 





= — \ 








STEEL WIRE 
SCRATCH BRUSHES 


A large variety for industrial and household require- 
ments. First quality backed by more than fifty years 
experience, 

Write for catalog and prices. 


THE HEROLD BROTHERS CO. 
Established 1874 
LEVELAND, O. 











Original House Established in 1850 
RED X BRAND 


My Friction Tape, Rubber Tape 
7 and White Mason Tape 


Force-O, the Peerless Fuel Invigorator 


3 in 1 Cement Auto Body Polish 
Patching Cement Auto Metal and Nickel 


Vulcanizing Cement O118 ; 
Relining Cement ~ and Cushion Dress- 


ng 
Channel Cement Neatsfoot Oil Solution 
Pr. B. & B. Cement Carbon Remover 
Bicycle Rubber Cement Penetrating Oil 
Wood Rim Cement Radiator Seal Compound 
m Rubber Patching Outfits 
Plug Tight Patching Cement 
nestlif Quick Repair Solution Tire Fluid 
— Air-Tight Solution for Gasket Shellac 
‘ y 4 Bicycle Tires Hand Soap, Ete. 
Hard Tire Cement And Many Others 


ST. LOUIS RUBBER CEMENT CO. 
3951-53 Laclede Ave., St. Louis, Missouri 


rere 





— 


Catalogues and Samples 
on Request 


TECOURAER DET TEEEROCERGRRUAETOE OEUGCORAE Cater ieriogge’ 














PEERLESS 
[FENDERS 


i A a FOR FORD CARS 
UF LIN 



















The CORCORAN MFG-CO- CINCINNATI 
THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant of 
1000 MILITARY RD., BUFFALO, N. Y. 








ioaenenmenteemendaaedia 
am etme om 
(a 


(Tee oS ep 





1104 W. 9th ST. 
CUSHION 
TIRE 




















Insure perfect shelf service for any line of mer- 
chandise. Deep tread steps, properly spaced, with 
convenient full length handholds on both sides of , 
ladder permit mounting or descending with ease. { 
Both hands free to remove or replace stock without ,; 
danger of falling. Cushioned Tired Trolley and 
Truck Wheels eliminate noise and agers see p 
tilize 


po. 








tion. Erection as simple as A, B, 

small space. Make top shelves safely 
available for stock purposes. One 
style—neat of design—nicely 
finished—any height ceil- 
ing. Thousands in 


1 ase. Circular < q v y E 

























BARTLETT 


Tree Trimmers 
Stay Straight 


6, 8, 10, 12, 14 
and 16 Ft. Lengths 


The rod connecting knife lever and handle 
lever crosses the pole, not only giving com- 
pound leverage, but ——_ working strains 
and preventing warping of the pole. iting 
head easily trims 1% in. branches. Like 
Bartlett Compound Lever Products, made ef 
the best material. Write for Catalog, Prices 
and Discounts, 


BARTLETT MFG. CO. 
430 E. Lafayette Ave., Detroit, Mich. 

















STANDARD SINCE 1865 


For 58 years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemen. We 
make both kinds. 


American Shearer Mfg.Company 
: Nashua, N. H. 











UNIVERSAL 


BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 











W | R t sas 


American Steel & Wi 
Chicago, New York, Bostca 
Denver, Birmingham, Dallas 
U. 8. Steel Products Co. 
San Francisoo, Los Angeles, 
BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Wauke Baker Perfect, Ellwood Ju 
NAILS, IKES, ST TACKS, Hot Gal 
ZINC INSULATED FENCES: American, Royal, Anthony, 
Arrow) STEEL POSTS 
ORCEMENT 
BALE TIES: Old reliable brands 
TELEPHONE WIRE 
WIRE for every purpose 
Quick Delivery. Write us for selling plans. 























148 






Are You This 


Salesman ? 








































E are looking for high-grade, 

first-class, hard-hitting sales- 
men. Men of experience and ac- 
quaintance with the retail trade 
who handle aluminum ware; men | 
who are top notchers in the busi- | 
ness of selling—interested only in | 
quality merchandise and who see | 
the greater potential sales possi- 
bilities in a high grade proposition. 


The salesmen we want. call on 
their trade regularly. They have 
the absolute confidence of their 


trade—earned on the fundamental, | 
basic principles of quality, service, 
dependability and sound, honest 
values. 


We have been in business more 
than twenty years, are rated over 
$300,000.00 and manufacture a 
high-grade, moderately priced line 
of aluminum cooking utensils for 
the retail trade. Our merchandise 
is sold by salesmen on a strictly 
commission basis. I'ull commissions 
paid weekly, including commisston 
on all mail orders emanating from 
salesman’s territory. Statement of 
all orders received is mailed regu- 
larly on Tuesday of each week, 
together with check to cover full 
commissions. Salesman has Ex- 
clusive Sale of line in territory as- 
signed to him. 





A Real Opportunity 
We give our salesmen real co- 
operation, work hard tor them and 
with them. We are hard hitters 
ourselves. Our entire organiza- 
tion is absolutely sold on quality, 
service and dependability. We 
want representatives who can get 
our company’s spirit and transmit 
it to dealers. Ours is strictly a 
high class proposition with won- 
derful sales possibilities for the 
man who can measure up to the 
requirements. We offer a _ real 
business building future. 







Naturally, we can only consider 
men who have made good in the 
selling field. Salesmen can con- 
veniently handle one other line in 
connection with ours. 








Territories Now Open In 





Eastern Pennsylvania, New Jer- 
sey, Maryland, North and South 
Carolina, Georgia, Alabama, Ohio. 
Indiana, Kentucky, Missouri and 
California. 












afm 


Are you the man we seek? If so, write 
now, stating fully your selling experi- 
ence and the territory vou cover. 





Leyse Aluminum 
Company 
(ON THE LAKE) 
Kewaunee Wisconsin 
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Business Opportunities 


Business 








| CASTINGS 


We make high grade, soft, easily machined 
We also do machining, nickeling, 
japanning and assembling. 

Send samples or prints for quotations. 


LITTLESTOWN HARDWARE & 
FOUNDRY CO 


9 . 


Littlestown, Pa. { 














FOR SALE: A very healthy going hardware 
store, Centrally located in a real little city of 
8.000 in the best irrigated section of the West. 
Growing and making good money. Family affairs 
demand sale, Take around $20,000. Address 
Box G-519, care of Harpware Acre, New York. 





WANTED GLASS SPECIALTY MANU- 
FACTURERS with sales organizations in United 
States to manufacture and market on royalty 
basis a newly patented, self-centering, self-clean- 
ing caster-cup, such as is used under piano, stove 
and other furniture legs, to prevent the marring 
of floor or tearing of rugs. Walter Dambek, 
8433 Marquette Ave., So. Chicago, IIl. 


FOR SALE—Clean stock of shelf and builders’ 
hardware, paints, household utensils, stoves, 
washers and wheel goods located in South Cen- 
tral Kansas. Nothing but standard nationally 
advertised lines, No dead undesirable stock. 
Established in one location over 40 years. Will 
invoice about $11,000, fixtures about $1,500. Fine 
location, good lease. Will not consider trade, 
must be cash. Address Box G-498, care of 
HarpwareE Ace, New York. 











SCOTT HARDWARE CoO., TRENTON, N. J. 
Owing to long illness and age, owner desires to 
retire. Founded in 1872, taken over by present 
ownership in 1893. Occupy four floors and base- 
ment in centre of city of 130,000, live manufac- 
turing centre and desirable place of residence 
sixty miles from New York, thirty miles from 
Philadelphia. Our sales for ten years have 
averaged 90% cash; stock and fixtures about 
$25,000. Good chanée for younger man. This 
consult Dun or 


is no bankrupt propesition; 
Joseph A. 


Bradstreet; no agents or triflers, 
Scott, 29 Oak Lane, Trenton, N. J 





HARDWARE STORE IN BEST suburban 
town 25 miles from New York. Price $20,000. 
Business increasing rapidly. Burke Stone, Inc., 
41 East 42nd St., New York City. 





FOR SALE—HARDWARE STOCK and fix- 
tures, about six thousand dollars; located in 
Belmont Co., Ohio, in center mining district, on 
brick road; good lease at reasonable figure. 
Address Box G-522, eare of Harpware Ace, 
New York. 





WANTED TO SELL and also to buy hard- 
ware business. Reason for selling—wish to buy 
in town about 10,000, where larger capital can 
be employed. Present stock about $6,000.00, 
building and fixtures $6,500.00. Yearly sales 
over $25,000.00, manufacturing town 1500, New 
York State. Only hardware store, long establish- 
ed. Trading center for surrounding towns— 
prosperous farming section. Address Box G-499, 
care of Harpware Ace, New York. 





FOR SALE—A clean up-to-date hardware store 
in a city of 15,000 — Agricultural and 
orchard section of orthern West Virginia. 
Stock and fixtures about $12,000. Good lease, 
good reasons for selling. Address Box G-494, 
care of Harpware Acge, New York. 





A CLEAN UP-TO-DATE hardware and furni- 
ture stock for sale. Tinners’ and plumbers’ tools 
all fixtures and building can be rented at a 
reasonable price. II] health of partner reason 
for selling. Located in central Minnesota dairy 
district. Address Box G-533, care of Harpware 
AcE, New York. 





FOR SALE, HARDWARE STOCK and fix- 
tures that will invoice $35,000. Located in a 
city of 8,000 in the state of Ohio. Sales last 
year over $70,000. Store room 32 ft. x 110 ft., 
rents for $150 per month. Price $25,000 cash. 
No trade considered. Address Box G-535, care 
of Harpware Ace, New York. 





FOR SALE, WHOLESALE AND RETAIL, 
hardware, machinery and farm supply house, 
growing business in best trade center New York 
State; good organization and agencies; $50,000 
stock; buildings may be purchased. Sale positive, 
owner to retire. Address Box G-538, care of 
Iiarpware Ace, New York. 


Help Wanted 








SALESMEN 


] 

} 
Traut & Hine Mfg. Co. of New Britain, 
Conn., have certain territories open for 
salesmen to carry eir line of shelf ) 
hardware and metal specialties to Dealer 
Trade. Reply to Room 906, 25 West ) 
45th St., New York. ! 











WANTED BY REPRESENTATIVE HARD- 
WARE JOBBING HOUSE, buyer for stove and 
house furnishing lines. Unless thoroughly posted 
and experienced, do not apply. Sales and pro- 
motion ability necessary to fill sition satis- 
factorily. In applying for position give full 
account of your past connections, qualifications, 
salary expected and references. Address Box 
G-507, care of Harpware Ace, New York. 


SALESMAN WANTED FOR A RETAIL 
hardware store in Auburn, N. Y. ust have 
had some experience in hardware business and 
be able to furnish good references. Address Box 
G-521, care of Harpware Ace, New York. 








Positions Wanted 


EXPERIENCED SALESMAN CALLING on 
wholesale and retail trade in Central West terri- 
tory wants connection with reputable concern on 
salary or salary and commission with expenses. 
Will consider change of territory, accustomed to 
long trips, and six days a week work. Employed 
at present, age twenty-eight. Address Box G-532, 
care of H'arpwarE Ace, New York. 


RETAIL HARDWARE MAN, experienced, 
competent, good manager, unexpectedly finds 
himself obliged to hunt a job. Is old enough to 
have judgment and young enough to ener- 
getic. Can invest a little money if the arrange- 
ment made proves mutually satisfactory. dress 
Box G-505, care ef Harpware Ace, New York. 


SALESMAN FOR MANUFACTURER of 
hardware products or mechanical device. Cover- 
ing East Pennsylvania and surrounding territcry. 
Experienced in selling, planning sales campaigns. 
publicity along these lines. Good mechanical 
ability, plugger. good education. Address Box 
G-529, care of Harpware Ace, New York. 

















RETAIL HARDWARE SALESMAN wishes 
to connect with a retail or wholesale house, that 
offers opportunities for advancement. Located in 
the Middle West States or Texas. Twelve years’ 
experience in retail hardware. 32 years of age, 
can furnish best of reference. Address Box 
G-540, care of Harpware Acre. New York. 
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HARDWARE 


AGE 








Positions Wanted 





WANTED—POSITION AS BUYER or assist- 
ant buyer of hardware in Metropolitan district. 
Eleven years’ experience with large hardware 
firm. Twelve years’ experience with mine, mill 
and railroad supply firm; seven years’ experience 
with latter firm as buyer. Will be at liberty to 
accept position by April Ist. Address Box G-534, 
care of HarpwareE Ace, New York. 





POSITION WANTED—HARDWARE MAN, 
window trimmer, card writer, also advertising 
man with 22 years’ experience, covering almost 
the entire line. Have the reputation of being a 
hustler, good salesman and business getter. Can 
furnish references as to character and ability. 
Served in capacity of manager in last store 10 
years. American, thirty-nine (39) years old. 
— Box G-536, care of HarpwAreE Ace, New 

ork. 


Sales Accounts Wanted 


Sales Representatives Wanted 





THE WRITER HAS PLACE for a high 
class line to be sold to hardware jobbers in 
Missouri, Kansas, Nebraska, Iowa, North and 
South Dakota, Minnesota, Wisconsin, Michigan. 
Illinois, Indiana, Ohio, Pittsburgh, Pa. and 
Louisville, Ky., also upper New York jobbing 
points. Have been in the game twenty years 
and have a high class associate salesman. We 
visit all jobbing points in territory mentioned 
above four times a year, maintain a well organ- 
ized office in charge of exceptional head. Will 
give factories I represent and any jobber in 
territory I cover for reference. Please do not 
answer this unless your line is staple, a repeater 
and runs into money. I have some of the lead- 
ing lines in the United States. If your line 
appeals to us we will spend a week or so with 
you to get every detail and get acquainted with 
the personnel of your institution. Address Box 
G-518, care of HAmpware Ace, New York. 





Sales Accounts Wanted 


MANUFACTURER’S AGENT WHO HAS 
been for ten years calling on the retail hardware 
trade of the Pacific Coast is open for two addi- 
tional lines of merit; prefers builders’ hardware, 
tool or household lines which shipments of 
hundred pounds can be sold. References given. 
Address Box G-503, care of HARDWARE AGE, 
New York. 








A RESPONSIBLE SALES AGENCY operat- 
ing as manufacturers representatives, covering 
Eastern Pennsylvania, Southern New Jersey, 
Delaware and Maryland with an office and show- 
room located in the heart of the wholesale hard- 
ware district in Philadelphia, desires additional 
lines for both jobbing and dealer trade. Builders’ 
hardware, tools or a specialty. Plenty of space 
for a consigned stock if desired. Address Box 
531, care of Harpware Ace, New York. 





HARDWARE MEN WHO WANT experience 

that fits them to sell or improve their selling 
want Norvell’s “Forty Years of Hardware.” It 
is crammed with good selling ideas. Ask any 
five hardware men about it and then — your 
copy ($3.00). Harpware Acz, New Yor 





WANT A SPECIALTY TO SELL to hard- 
ware stores and departments. Especially fitted 
to introduce new products. Pennsylvania, South 
New York, New Jersey territory. 15 years sell- 
ing, merchandising, advertising. Address Box 
G-528, care of HarpWARE AGE, New York. 





A RELIABLE SALES AGENCY operating 
as manufacturers district sales managers desires 
one or two reliable accounts for the St. Louis 
territory. Our service is more extensive than the 
ordinary broker or manufacturers agents as we 
do continuous work among the retail trade and 
through co-operation with the jobbers. Address 
Box G-510, care of Harpware Acs, New York. 





Sales Representatives Wanted 


HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular line of 
labor saving Magic Weeder Hoes to hardware 
trade. REICHARD MFG. CO., Bangor, Penna 








FACTORY REPRESENTATIVE TO SEL) 
line of builders’ hardware in New York State 
State lines handled and full particulars. Ad 
or Box G-506, care of Harpware AcE, New 

ork. 








REPRESENTATIVES WANTED—A manu- 
facturer of high grade coaster wagons requires 
representation in several states. Exclusive terri- 
tory available to big producers. Salesmen cov- 
ering ws in a car handling one or two 
other lines for the hardware trade preferred. 
In your first letter give age, experience and 
—- Address P. O. Box No. 321, Salem. 

io 





TRAVELING MEN WANTED who can en. 
joy and increase their sales from Saunders Nor- 
vell’s “Forty Years of Hardware.” It is 
crammed with sales inspiration, background and 
ideas. 3.00 a copy. Order your copy mow 
from Harpware Acs, New York. 





WANTED SALES REPRESENTATIVE for 
the New England territory, commission basis, by 
a hardware manufacturing concern, manufactur- 
ing standard line of hardware. Experience and 
references required. Address Box G- 539, care of 
HARDWARE AcE, New York. 





WANTED—AGENTS TO HANDLE as a 
sideline, on a commission basis, a full line of 
hand and pneumatic tools, carvers, punches and 
rock drills. Address Box 530, care of HARDWARE 


AGE, New York. 





SALESMEN CALLING ON HARDWARE 
and house furnishing stores to take on side line 
of stoves, stove-pipe and other sheet metal prod- 
ucts of old established factory. Territories open 
in Missouri, Illinois, Indiana and Minnesota. 
Liberal commission. Address Box G-537, care 
of Harpware AGE, New York. 





WANTED—AGENTS ON COMMISSION— 
exclusive territory. Manufacturers of all kinds 
of cut and wire tacks and nails, staples, double 
pointed tacks, glazier points, special wire nails, 
copper and brass tacks and nails. Address Box 
G-526, care of Harpware Ace, New York. 





Let Us Help You Word 


Your “Want.” 








“They Have a 
Bull Dog-Grip” 


Manufactured by 
U. S. Clothes Pin Co., Momenciten, Vt. 
Sales Dept. 
1015 Union Bank Bldz., 





Pittsburgh, Pa. 








The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 


J. R. TORREY RAZOR CO. 
WORCESTER, MASS. 








ELEVATORS 


and Dumbwaiters 
for House, Store or Warehouse. Write 
for particulars. State your require- 
ments as to size, capacity and lift. 
The SIDNEY ELEVATOR Mfg. Co. 
Sidney, Ohio 











LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 


, heat thee teennentiaienetinneeeetentimeneiate 
Nee inert tn te aetna orn Pang ————————ee 








American Can 





American Can Company 








Stone Working 
Tools and Supplies 
Trow & Holden Co. 


Barre, Vt. 














Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 


Oil, 





oO. 
Syracuse, New York 


SILVER LAKE 
SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Ce., Newtonvilie, Mass. 

















J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


—RIVETS= 





ELEVATORS 
DUMBWAITERS 


Write for our oatalog 
Energy Elevator Co. 
211 New St. Philadelphia 












So-Boss Cow Hobble 
and Tail Holder 


Sold by Jobbers 


Simonsen Iron Works 
Sioux Rapids lowa 


and 6 AXES 


Scythes since 1912. Axes since 1880. 


RIXF QO R D EastHighgate,Vt. 

























SCYTHES 
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INDEX TO ADVERTISERS 





THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. Every care «itl! ne taken to index eorrestly. 
No allowance will be made for errors or failure to insert. 





A 
Aladdin Industries, Inc................... 48 
CE a 145 
i en eee eenkeseeneees 68 
Aluminum Goods Mfg. Co................ 113 
Aluminum Products Co.................. 26 
SE cen cacedoenswctéeunes . 149 
American Chaim Ceo...........0.0ccccees 14-15 
American Flyer Mfg. Co................- 41 
American Gas Machine Co............... 32 
American Pad & Textile Co.............. 21 
RS Te Gino hob 6666s cccccceccece Ee 
American Saw & Mfg. Co................ 146 
I i ccrincekas ewe dekes 8 
American Shearer Mfg. Co............... 147 
American Steel & Wire Co............... 147 
American Wire Fabrics Corp............. 132 
ce nonsceusdens«seene end 124 
Sen sn coseccnteeseaeend 140 
Oe Me Si ctecccec eres seectunt 5 
Atlanta Tent & Awning Co.............. 48 
B 
Babcock Co., The W. W.............e00% 134 
A ee ceeneeteeheesaiell 147 
BD Goo oko e6eessesencved 44 
i er i cette nen eceaeee 37-38 
Boston Woven Hose & Rubber Co......... 117 
Bridgeport Screw Co......cccccccessccees 135 
Caen ceckencseneee® . 127 
Brown & Sharpe Mfg. Co................ 146 
ES icechitnes6euss xosodwnses 47 
Cc 
NS Ne ie. i gives keteeaeue 29 
a ic eines se ctdaweenessented 147 
Chicago Roller Skate Co.................. 48 
GE Gicacacennseeescsesceesd 146 
Clayton & Lambert Mfg. Co............. 144 
EE 137 
Cleveland Metal Products Co............ 56-57 
By WE Gin ccwtcceseeese cocccssece 131 
Colt’s Patent Firearms Co...............- 46 
Columbia Tire & Rubber Co.............. 66 
Connecticut Valley Mfg. Co.............. 146 
Continental Wood Screw Co.............. 138 
ee: Ge, Ee Mibedn been ed 0ce 00scd0nvees0% 17 
ey en no). sp cece coe eeuenns 146 
SePSSE Bee Gide. coccceescccececeesees 147 
Crawford, McGregor & Canby Co......... 36 
D 
Dayton Toy & Specialty Co.............. 141 
Dazey Churn & Mfg. Co..........sccees: 58-59 
DeLaval Separator Co..................: 61 
Diamond Saw & Stamping Co............ 144 
Diener Mfg. Co., Geo. W.............455- 144 
I Gi, Bcc ccccccccccencecsévs 138 
Bae Ge GED Glico ccc c cccccccccccs 142 
E 
Meomoanpy POmember Gee... .ccccccccscecce 67 
PED UP Giicccceccocceccccccsocevecs . 141 
TSUN Ges o os cc ccc sccecsccces 149 
SY SE Dn cnc on cesesnecucessses 9-10-11 
EY Gs Wns so cesenceocseeeseses - 125 
F 
ae a er 141 
Foss, Al..... chide cerreheusbne eee Wa 33 
Pe BN Gin dnd tewies 48 bo 008 606e< 60 
Fowler & Union Horsenail Co............ 147 
Fraim-Slaymaker Hdw. Co............... 146 





G 
rn 123 
I i wit eee wa ets 1 
I, i ie a at ne et ee we . 138 
Gold Medal Camp Furniture Co.......... 30-31 
Me ss hed Seles OUSHe cee 46 
RC See ne TE 126 

H 
ES ee eS 141 
EE EE ee ee 49 
ei i i ee ee eee mes 147 
ee ee, Gas: Ss Ee, wc ccccwescawesobee 50 
OU, Cdn cc ccees oben seueess 39 

I 
Indiana Steel & Wire Co................. 25° 
International Development Co............ 34 
International Silver Co............... 2, 19-20 

J 
Janesville Products Co................... 45 
Jennings Mfg. Co., Russell............... 144 

K 
I i es ine a nes wruiell 135 
en 144 
rr rN con eetowseuewee 139 
Koken Companies, Inc................... 142 
Kokomo Stamped Metal Co............... 50 

L 
Ng Oe a BOT Te eS Le 43 
i i a eee ueene ceneenee 139 
Ludlow-Saylor Wire Co.................. 131 

M 
Oe 70 
Mansfield Tire & Rubber Co.............. 62 
We RS Bn onc hi ceweccve sess 145 
ee cn ccccteesesecenaee 146 
Cs ce ceeneteeee se 50 
ee 64-65 
a 146 
Maydole Hammer Co., David............. 146 
Mechanics & Metals National Bank...... 128 
Metallic Industries, Inc................... 40 
Bow Teed GB Bis GOococcccceccccccceccs 138 
Monarch Metal Products Co.............. 143 
ey Ge GE Ce ee cecccwseseveseee 142 
Myers & Bro. Co., F. E...............:- 16, 147 

N 
National Carbom Ce... ccccscccccccccees 133 
National Juvenile Vehicle Co.............. 42 
New Britain Machine Co................. 146 
Pe Se Gi oe 6 Cie 6 co 0s 6 cece ccsice 4 
North Bros. Mfg. Co........... ihch bene’ 140 
Northland Ski Mfg. Co.................. . 50 

Oo 
Oliver Iron & Steel Co................... 137 
ny ae Gs Gs Ties ca oc be cccsccceses 145 
i  cank cecesicees 133 

P 
Paine Co. eeeeeeeeeeeeeeeeeeee eeeeeeeeee 144 
I i wen cee cen eecuet 142 
Poerkine-Campbell Co......ccccccccccccccs 129 
PORD TRETE Giic ccc ccccccccccccccces 23 
Pratt & Lambert, Ime............. (icone 12 
i ss ce aceaceewe 137 
Proudfit Loose Leaf Co................... 128 
Pyrex Sales Division.................0.. 52-63 





Q 
Se END Gis 6. 6's 8 000s 0 0 cee eceees 143 
R 
Reed & Prince Mfg. Co.................. 140 
Remington Arms Co., Ine................ 152 
a, aa ce da ine eae aeerenel 121 
Richards-Wilcox Mfg. Co................. 115 
Ee ee 149 
ie, SD Gin ok wocaedéeescoenees 129 
i, Ms. os ces bans eeueeeeek 146 
idea kes atens e400eeeent 119 
ee et ES. Ws bc ve sccesececeews 137 
Ss 
er Ne. cen cedeseeesabeobe 142 
St. Louis Rubber Cement Co............. 147 
Samson Cordage Works.................. 145 
Schroeter Bros. Hdw. Co................. 134 
i a csc en weneawee seeee~es 48 
Sidney Elevator Mfg. Co................. 149 
a 149 
i Pn, bc ccesweseeseseceed 149 
PO a a a sue gecibee soeee eke 140 
I TE Gk ccc cess ce cccccescecess 146 
Standard Crayon Mfg. Co................ 149 
i Me  Cieciedcebekeccees eee eeee 55 
Sterling Wheelbarrow Co................. 151 
ED Gls Gee sccccccovecessccecse 47 
BOSTERS TUG Wes Giec ce cccccccccvcccves 146 
Dt Dh Mivieucessndves 0600 6ee0esees 145 
Stratton & Terstegge Co................. 28 
Py Cn Mii ccedccsceeceseecceseus 146 
Success Furniture Corp............eee08: 142 
Sundstrand Adding Machine Co........... 27 
Superior Tack & Nail Co.............006: 139 
Syracuse Stamping Co., The............. 149 
sy 
Thomson Mfg. Co., Judson L............. 149 
ee TE Gls Bo Tico coccccscccccese 149 
I nnd 69060600 60600000080606 142 
I EE is vce ceugsenntensoneees 139 
Trow & Holden Co..........-ceesees ives OP 
Tubular Rivet & Stud Co................ 132 
Turner Brass Works........ iecceeseueeen 145 
ey Gs Si bes beseesceeccevccesesas 143 
U 
Sy SD Givccccccccecccesteoees 13 
ie Gs ED Dc cccccececsccocsecsecs 35 
U. 8S. Chain & Forging Co............... 63 
TD. BH GRAD FER. Gee cocoon ccecccccvcces 149 
Universal Industrial Corp................ 143 
V 
Vaughan & Bushnell Mfg. Co............ 3 
Vaughan Novelty Mfg. Co............... 147 
Vollrath Cow .ccccccccccecs 0 wekeeeensees 22 
Ww 
Walden-Worcester Co., Ine...............:; 145 
Wausau Abrasives Co...........0ceeeees . 146 
White Ge... BH. Gu. cccoseces bensedoneues 7 
White Mountain Freezer Co........... ne @& 
SOD GE Socvsecocceccoocvecseoses 18 
Wickwire Spencer Steel Corp............. 132 
Weems GB Gas Go Bococccccepeccccccccs 146 
Windsor Furniture Co..........es0eeeee: . 61 
Wolverine Supply & Mfg. Co............. 49 
Wright Steel & Wire Co., G. F.......... 144 
Y 
Yale & Towne Mfg. Co..........seceeeee 6 
Yewdale & Sons Co., J. H........cceeeees 145 











March 12, 1925 HARDWARE AGE 


Cr” Cc. 
— > 











- 
How Do You Buy Wheelbarrows 


No / General Purpose 


Price or Sertormance 


Page consumers of barrows have 
learned that the economies to.be fig- Vo. 6 A Contractors 
ured by performance over a period — 
of satis ncay oirren ae truce » 
economies. That to make price the AI) <4 
controlling influence of their buying i 
is to pay double through mainte- 
nance cost. 

‘That the wheelbarrow is subject a 
to hard service and little care, and 
for these reasons should be of 
the very highest quality. 

| Sterling Wheelbarrows prove sat- 
isfactory to both the buyer and © 
wheeler, as they notonly outlast 
the ordinary kinds, but also are’ 

| designed $o as to wheel easy) 
| and balance properly. 
Whether you have a large or— 
small demand you will profit by 


€ 
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Leg shoes are only 


one of the many 





St erl ING Wheel bar TOW (ee Mhoauhes Geren 
Boston, New York, Ch 1Cago, Cleveland, Detroit. St.Louis 
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Economy all-smokeless loads at a popular price 
Feature these shells with Remington Game Loads during 1925 


Sell the Shells that Sell 
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